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ORTABLE lamps are the only 
p kind a Central Station can 
handle with profit and success 
—those that combine 





Beauty and Simplicity of Design 
Quality and Care in Manufacture 
Fairness and Moderation in Price 


All these qualifications are found in 


Chapman 
Portables 


No matter what your past experi- 
ence has been with portables — no 









matter how satisfactory your present 
stock — get the CHAPMAN catalog. 
It will tell you about a popular, quick- 
selling, profitable line which ranges 
from the simplest to the most elabo- 
rate designs. Ask for Catalog A. 











The Chapman Mfg. Co. 
CRAFTSMEN IN GLASS AND BRASS 


179 Portland Street 
Boston, Mass. 




















American 
Steel Clad 


Flatiron 


‘* The type they all come to’’ 


The American ‘‘ Steel Clad’’ Electric 
Flatiron has all the special features which 
are claimed for other flatirons—and had 
them first. The American ‘‘ Steel Clad’’ 
was better a year ago than any other iron 
you can buy today. 





The American ‘‘ Steel Clad’’ is not an 
experiment. It gives constant, continuous 
satisfaction. When it’s sold, it stays sold, 


and remains in service indefinitely. 


You're looking for goods that are 
easily sold; that stay in order ; that 
the consumer uses whenever possi- 
ble and is proud of. 


Why not sell goods that will be a 
continuous source of revenue after 
the sale? That means more than a 
little profit on the salé. 


You Should Have Our Catalog on File 


AMERICAN 
ELECTRICAL HEATER CO. 


Detroit, Michigan 








In writing to advertisers, mention “Selling Electricity.” 
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Frank W. Frueauff. 


HE election of Frank W. Frueauff to the Presidency of the National 

Electric Light Assn. is welcome news to central station commercial 

men. He is distinctly one of us. As partner of Henry L. Doherty 

& Co. his attitude and policy are known quantities and the commercial 

men are assured in advance of a progressive and aggressive administration 

of the Association along the lines which will completely obliterate the 

jealousies which existed several years ago between the commercial and 
technical men of the industry. 

Frank W. Frueauff is thirty -five years old and has been identified with 
the lighting companies of Denver for seventeen years. He began as a meter 
reader and lamp clerk for the old Denver Consolidated Electric Company in 
1891. In 1904 he was elected Vice-Pres. and General Manager of the Denver 
Gas & Electric Co. That is a long climb and thirteen years is a short time 
in which to accomplish it. The inevitable conclusion is that he not only 
burned his share of the midnight incandescent but also industriously made 
hay when the sun shone. 

Mr. Frueauff is handicapped by being a partner of Mr. Henry L. 
Doherty. Some might think of it the other way about, but one must re- 
member that it is pretty hard for an 8 cp. lamp to outshine one of 16 cp. 
Also Mr. Frueauff is neither spectacular, nor very dignified. At the Atlantic 
City Convention he spent as much time and energy organizing the Western 
ball team (which won) as he did in playing politics for the Presidency. 

Frank Frueauff is where he is because he not only does things but gets 
them done. He has native ability reinforced by the power to appreciate 
and direct the abilities of others. He not alone guides the destinies of a 
large plant—a grown man’s job in itself—but as right-hand man to Mr. 
Doherty he is deep in the plans and policies of the many subsidiary compa- 
nies controlled or operated by the Doherty interests. 

At present Mr. Frueauff is an officer in the following organizations: 

Partner of Henry L. Doherty & Company. 

Vice-President and General Manager, The Denver Gas & Electric Co. 

Vice-President Pueblo (Colo.) Gas & Fuel Co. 

Vice-President Lincoln (Neb.) Gas & Electric Light Co. 

Vice-President Doherty Operating Co. 

Vice-President Lebanon (Pa.) Gas & Fuel Co. 

Secretary Lacombe Electric Co. 

Treasurer Summit County (Colo.) Power Co. 

Director Massillon (Ohio) Electric & Gas Co. 

Mr. Frueauff holds memberships in the National Electric Light Assn., 
American Gas Institute, National Commercial Gas Assn., of which he is a 
Past President, and Colorado Light, Power & Railway Assn. He also 
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belongs to the Lawyers’ Club, New York, Denver Club, Denver Athletic 
Club, the Denver Country Club, and the Overland County Club of Denver, 
besides the Sons of Jove and El Jebel Shrine. 

He is approachable, likeable, interesting, with friends strewn all the 
way from ’Frisco to New York. 

He will make a good President. 


The Thirty-Second Annual Convention 


Comment Upon the Commercial Program 


y \ HE 32nd Annual Convention of the National Electric Light Associa- 
tion is history. Ex-President Eglin has the satisfaction of knowing 
that under his leadership the organization enjoyed its most successful 
year, greatly widening its field of usefulness and increasing in mem- 

bership almost one-half over the year before. President Frueauff, in taking 

executive command, can confidently look forward to a year of even greater 
progress. 

The Commercial Sessions of the 1909 Convention were especially suc- 
cessful. The program was varied and interesting, and the papers gave evi- 
dence of the most careful preparation. It is to be regretted, however, that 
more time was not allotted for discussion, which is generally admitted to be 
of the greatest benefit. This could be accomplished another year by omit- 
ting the reading of papers (distributing them by mail a few days in advance 
to members) or by reducing the number of papers presented, perhaps both. 

A significant incident, both of the papers and discussion, was the reit- 
erated demand by commercial men for specific data on various classes of 
business. So far we have contented ourselves with quoting isolated exam- 
ples of successful commercial practice. Today the cry is for codified facts 
and figures from many sources. The old attitude of objection to new poli- 
cies—the my-business-is-different plea—has given way to progressive atti- 
tude of inquiry. Commercial men no longer care to adopt or reject any plan 
or system upon the evidence of a single success or failure: they ask for com- 
plete details from many sources. This is encouraging for several reasons. 
It means that while future commercial progress may appear slow, it will be 
sure; that instead of expensive and ill-advised commercial gambling we will 
have conservative and profitable development. Just what means will be 
adopted to gather and disseminate the desired data is not evident. Several 
asked that committees be appointed for the purpose but to this the objection 
was raised that “what is everybody’s business is nobody’s business.” An- 
other suggestion was for the employment on salary of a “Commercial Sec- 
retary” who should devote all or part of his time to the gathering and codify- 
ing of the practical data desired. The new administration may be depended 
upon to meet the plainly expressed wish of the commercial men for this class 
of information. 

Another notable and hopeful sign of practical advance is the interest 
everywhere shown in solicitor’s data on electric power. The old scheme of 
taking on power business by main strength and guesswork seems no longer 
to be popular. Commercial men are beginning to appreciate that their 
work dovetails closely into that of the engineer and operating man and that 
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such terms as “peak,” “load factor” and “power factor” have a commercial 
as well as technical meaning. 

Co-operation between the members of the N. E. L. A. and various ad- 
vertising and automobile interests was also discussed at length. It was 
brought out that several of the larger companies are selling electric signs to 
national advertisers and that certain billboards in larger cities are lighted 
through contracts with advertising agents and bill-posters. Why not have 
the Association assist in bringing full data on bill-board and sign locations, 
rates and maintenance charges to the attention of those who might use this 





service? Co-operation similar in kind though different in character might 
be undertaken with automobile manufacturers. 

These are all suggestions for development and indicate clearly both to 
the commercial men and those interested chiefly in technicalities that the 
future of the central station business-getter is closely allied to the engineer. 





Detail of Commercial Sessions 


Atlantic City Convention, Thursday and Friday, June 3rd and 4th 


THURSDAY MORNING SESSION 


W. W. FREEMAN, BROOKLYN, PRESIDING 


First Paper—‘ Methods of Introducing 
Tungsten Lamps and their Effect on 
Central Station Income.’ By Mr. 
A. H. Atkins, Boston. 


Discussion :—In opening the dis- 
cussion, Mr. M.S. Seelman, Brook- 
lyn, outlined the methods in vogue 
in Brooklyn covering the sale of 
tungsten lamps. He felt that the 
business could not be left to make- 
shift contractors, but required ini- 
tiative selling organization. Mr. 
Seelman stated that since April of 
last year, when his department com- 
menced to introduce the tungsten 
lamps, 1000 stores have been equip- 
ped. Average number of lamps in- 
stalled in stores is six and the reve- 
nue has averaged $8 per month per 
customer or about $75,000 for the 
year. A great many barbers have 
installed tungsten lamps in Brook- 
lyn. They had long desired the elec- 
tric vibrator, but felt that they could 
not afford to use electric light on 
carbon lamp consumption. The 
Brooklyn contractors have enjoyed 
a greatly increased prosperity 


through co-operation with the 
Brooklyn Edison Company in push- 
ing tungsten lamps. Mr. J. T. 
Hutchings, Rochester, said that if 
the tungsten lamp is to be profitable 
to the central stations they must 
push the lamp before the lamp be- 
gins to push them. ‘In Rochester,” 
he said, “we have kept the price of 
tungsten lamps so low as to control 
the situation, and we have induced 
the popularity of the 100 watt lamp 
by scaling down the prices of the 
larger sizes. We maintain. the 
lamps and have a special service 
which takes care of the cleaning of 
the lamps and reflectors. Once or 
twice a month all lamps and reflec- 
tors are washed. We have many 
stores who turn the lights on in the 
morning and burn them all day, and 
our load factor has been greatly im- 
proved. We _ strongly advise the 
use of single light fixtures, as the 
cost of wiring is greatly reduced.” 

Mr. Douglass Burnett, Baltimore, 
stated that his company sells tung- 
stens at cost plus 10%. They take 
care of early burn outs and defective 
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lamps, and in many cases allow the 
customer a month’s trial. He said: 
“We have been very successful in 
displacing carbon lamps for street 
lighting and on the main thorough- 
fares tungstens have been substitut- 
ed almost exclusively.” 

Mr. J. E. Davidson, Montpelier, 
said: ‘Tungsten lamps will meet 
any condition. Some people use 
tungsten lamps only to meet gas 
competition. This is dead wrong. 
You can get net prices for the lamps 
as well as cost, for you can always 
buy business. Practically all our 
commercial lighting has been chang- 
ed over to tungsten, and we have 
banished the gas arc.” Mr. David- 
son said that he felt there was a 
strong need of tungsten lamps of 
150 watt, 400 watt and 500 watt con- 
sumption, and asked that the Asso- 
ciation take the matter up with the 
lamp manufacturers. 

Mr. J. D. Israel, Philadelphia, 
stated that through the use of tung- 
sten lamps his company had reduced 
the consumption of display gas 30%. 

Mr. H. W. Hillman, Grand Rap- 
ids, told of the results secured in a 
small gas town by the use of tung- 
stens and stated that on the last Sat- 
urday night he had sent a man down 
to the main street of his city to take 
account of the connected loads of 
both gas and electricity. He found 
that there were 6800 16 cp. equiva- 
lents of electricity and 2800 16 cp. 
equivalents of gas. 

R. M. Searle, Rochester, stated 
that he had no fear of permanent 
loss of business through the use of 
tungsten lamps. The customer says, 
“T have so much money to spend and 
I want more light.” Said Mr. Searle, 
“we are here to give it to him.” 


Second Paper—‘‘ Practical Illuminating 
Engineering tn Connection with a 
Commercial Department.’’ By Mr. 
G. A. Sawin, Newark. 


Discussion :—The discussion was 
opened by Mr. J. D. Israel, Philadel- 






Mr. 
Sawin’s paper in that illuminating 
engineering offered a practical me- 
dium for establishing a better ser- 


phia, who heartily endorsed 


vice. “There must be a close, satis- 
factory and intimate relationship be- 
tween the company and the consum- 
er,” he said. “We should cultivate 
the architects, particularly to elimi- 
nate extravagance and help him get 
efficient illumination. We have al- 


lowed this matter to drift in the 
past.” 
Mr. F. E. Smith, Boston, stated 


that this scheme had worked out 
well for his company and that the 
Illuminating Engineering Depart- 
ment handled all complaints from 
lighting customers. Since last Sep- 
tember, they had made over 900 in- 
spections of stores. Over 100,000 
lamps have been put out. 

Mr. C. N. Stannard, Denver, stat- 
ed that he thought the Illuminating 
Engineering Department should 
specify size and type in the installa- 
tion of lamps and reflectors. “A 
bare lamp is no more complete than 
the bare gas tip,” he said. “The 
lamp and shade are one.” 

Mr. M. S. Seelman, Brooklyn, de- 
plored the hanging of tungstens on 
old combination fixtures as they are 
generally too low. He feels that the 
architect and builder should be edu- 
cated in this matter to the end that 
low hanging combination fixtures 
should no longer be installed. 


Third Paper—‘‘Intensive Methods of 
Business Development.’ By John 
C. Parker, Rochester. 


Discussion :—Mr. E. W. Lloyd, 
Chicago, opened the discussion. 

Mr. C. A. Graves, Brooklyn, told 
of the Brooklyn Edison Company 
system of specializing in power 
work. The power men are assigned 
to cover special industries, one man 
for wood working shops, one for 
chemical works, one for tailors, etc. 
Mr. Graves believes in working by 
industries rather than by streets as 
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it advertises electric power more ef- 
fectually and tends to produce more 
skill and better results on the part 
of the power representative. Mr. 
Graves suggested a permanent hand- 
book committee to collect power 
data to be made available to every 
central station man. 

Mr. H. W. Hillman, Grand Rap- 
ids, said that in his city of 100,000 
people, he employed three power 
men and had connected 17,027 hp.— 
739 motors—626 customers or about 
1 hp. for every 6 people. Mr. Hill- 
man recommended the general use 
of the curve drawing watt meter, 
and told how it had aided him in sat- 
isfying disgruntled customers, as he 
was able to show in the case of one 
store that the night watchman was 
operating the entire installation. In 
another instance, a manufacturer 
found through this instrument, that 
his power was closing down fully 
an hour before the whistle blew and 
in another the power load did not 
come on before half past seven in 
the morning, whereas the factory 
was supposed to open promptly at 
seven. 

Mr. E. T. Penrose, Tyrone, Pa., 
urges that some effort be made to 
provide some agency for the ex- 
change of power data for small com- 
panies. Mr. Penrose complained 
that at present most of the data pre- 
sented at conventions was compiled 
by the larger companies and in many 
cases not applicable in the small 
towns. 

Mr. C. H. Stevens, Brooklyn, said 
that under the Brooklyn Edison 
Company system he had been as- 
signed to sewing machine prospects. 
There are 600 in the city, 200 are al- 
ready connected. He expects to dis- 
place 27 gas engines within the next 
two months. He feels that the 
Brooklyn system of specializing on 
industries is most efficient. 

Mr. R. M. Searle, Rochester, said 
that he is taking steps to provide a 
consulting engineer for every branch 


of his business, illumination, power, 
electric vehicle, etc. For the en- 
couragement of the commercial de- 
partment, however, these engineers 
will sign no contracts. Mr. Searle 
said: “The central station exacts 
specifications and guarantees from 
the manufacturers. Why _ should 
the customer not receive the same 
assurance? We are willing to give 
a guarantee in the shape of a 90-day 
trial wherever it is desired.” 

Mr. George N. Tidd, American 
Gas & Electric Co., offered to the 
members of the Association a large 
amount of data which has been com- 
piled for several years past by his 
companies. 


Fourth Paper—‘‘Can a Display Room 
be Conducted Upon a_ Profitable 
Basis?’’ By Frank B. Rae, Jr., 
New York. 


Fifth Paper—‘‘ Advantages to be De- 
rived from Uniform Commercial De- 
partment Forms and Methods.’ By 
C. N. Stannard, Denver. 

No discussion was allowed on 
either of these papers, it being time 
for adjournment. 


THURSDAY AFTERNOON SESSION 


Mr. Percy INGALLS, Newark, in the 
Chair, and later Mr. FREEMAN. 


Sixth Paper—‘‘Electricity for Domestic 
Purposes.’ By M. E. Turner, Cleve- 
land, Ohio. 

This paper was discussed by Mr. 

Hillman, Grand Rapids. 

Seventh Paper—‘‘Compilation of Load 
Factors.’ By E. W. Lloyd, Chicago. 

Kighth Paper—‘‘Electric Power.’ By 
H.]. Gille, Minneapolis. 


Ninth Paper —‘* The Advantages of 


Group or Individual Drive in Certain 
Installations..’ By C. A. Graves, 
Brooklyn. 


These papers being of kindred 
character were discussed jointly. 
Mr. H. J. Gille explained that al- 
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though he had prepared a large num- 
ber of comparative curve charts, it 
had been impracticable to publish 
more than a small number in his 
printed paper. He offered the data, 
however, to the Association for dis- 
tribution among the members. 

Mr. H. W. Peck, Rochester, open- 
ed the discussion, followed by Mr. 
Penrose, Tyrone, Pa. Mr. Penrose 
protested against the turning down 
of all power business merely because 
it is below average power cost. “If 
peak lighting business is welcomed,” 
he said, “why turn down profitable 
power business just because it may 
cross the peak?” 

Mr. Harold Almert told of experi- 
ence in a Western town. 

Mr. Samuel Insull, President of 
the Commonwealth Edison Com- 
pany, then took the floor. He said, 
in part: “I want to address myself 
to the small companies—those sell- 
ing less than 100,000 kilowatts per 
month. From my own experience I 
know that with the average com- 
pany the interest cost is the biggest 
item you have, that it directly fol- 
lows the curve of your load sheet. 
Take a company, say, with half a 
million investment; most of its busi- 
ness consists of store, city and resi- 
dence lighting. All affecting the 
peak. Now there is business to be 
secured in connection with the wa- 
ter works pumping station, on which 
you could figure only your bare sta- 
tion cost, as the greatest consump- 
tion of water is at the time of year 
of your lightest load. The best way 
to handle it would be on the two- 
rate system. Another class of pow- 
er business is the interurban railroad 
power. Their load factor is poor 
and the greatest demand comes also 
in the summer. Suppose your load 
factor was thirty per cent. If you 
could secure this business it would 
improve it at least ten per cent. 
That means that you have thirty- 
three per cent over which to spread 
your money for interest and depre- 


ciation. Analyze your costs. You 
can take on business which might 
seem a dead loss but is in reality a 
profit. Instead of an investment of 
$6000 or $700 per kilowatt, your in- 
vestment on this business would not 
be over $200 per kilowatt. Do not 
figure on your present status but on 
the basis of what your conditions 
will be when you have taken over 
such business. It is but natural for 
you to think that it is all right for us 
to talk, but that our conditions are 
different. I have learned more from 
small plants which has aided us in 
our operating problems in Chicago 
than from anywhere else. A few 
per cent in growth makes a differ- 
ence between a languishing business 
and a prosperous one. Choose busi- 
ness that does not hit the peak too 
hard, but take it cheap. It gives 
you power and financial strength.” 
Mr. E. F. McCabe, Lewiston, ap- 
pealed for figures on the running 
factor as well as the load factor. 
Arthur Williams, New York, said 
that he endorsed Mr. Lloyd’s paper 
strongly and recommended that the 
various power terms such as load 
factor, should be clearly defined and 
standardized, so that we all may talk 


alike. 


Tenth Paper—‘‘New York High Pres- 
sure Fire System.’ By Arthur Wil- 
liams, New York. 


Eleventh Paper—‘‘ Relation of the Elec- 
tric Vehicle to Central Stations.’’ By 
J. T. Hutchings, Rochester. 


These papers received very spirit- 
ed discussion, for both central sta- 
tion men and manufacturers of elec- 
tric motor vehicles. 

Mr. Baker of the General Vehicle 


Company said: “Electric vehicles 
have suffered as a result of trouble 
and experience with early models, 
but as a result of reduction in 
weights and the development of 
highly efficient storage, modern 
vehicles show a great increase in 
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mileage at reduced cost. The main 
troubles are due to wrong methods 
in the care and handling.” 

Mr. Neuman, Woods Motor Ve- 
hicle Company, announced that they 
were about to establish a depart- 
ment to be devoted to assisting cen- 
tral stations in the development of 
electric motor vehicle business. Mr. 
Neuman warned central stations of 
the danger in using wrong tires on 
electric vehicles. “Different kinds 
of tires are to the vehicle what differ- 
ent types of lamps are to the central 
station,” he said. “With one tire a 
car will do 12 miles on a charge, 
whereas with anotier tire it will do 
18 miles. Cential stations should 
work with the manufacturers for the 
protection of the electric vehicle. 
Instruct the garages against the 
over-charging of batteries and make 
the rate as low as possible, for the 
garage is in business to make money 
and their rate to their customers are 
established on the basis of the gaso- 
line car. Garage business is abso- 
lutely off the peak, because the use- 
fulness of the vehicle depends on its 
being available during the day and 
evening. It will therefore be charg- 
ed at night.” 

Mr. Samuel Scovil, Pres., Cleve- 
land Elec. Illuminating Co., Cleve- 
land, said that there are 1500 electric 
vehicles in Cleveland giving: satis- 
faction, largely, he believes, owing to 
the fact that the mercury working 
rectifier is used in charging. Mr. 
Scovil does not agree with Mr. 
Hutchings, as to the advisability of 
the central station doing any repair 
work. 

Mr. T. C. Martin announced that 
he had sent out letters of inquiry to 
4500 central stations, asking for data 
on electric vehicles. Fourteen hun- 
dred companies replied, 218 of which 
are interested and are already charg- 
ing electric vehicles. Two hundred 
and thirty-four furnished data and 
stated that they were contemplating 
pushing this business. Numerous 


others are prevented by the condi- 
tion of their roads, hills, ete. Mr. 
Martin says he looks forward to a 
new era of transportation, and be- 
lieves that it will bring much profit 
to the central station. 

Mr. F. M. Tait, Dayton, stated 
that he had gathered considerable 
data and that there are at present in 
Dayton about three electric vehicles 
to each 1000 people. Mr. Tait ad- 
vises care in the selecting of tires 
and active co-operation between the 
manufacturers and the central sta- 
tions. 


FRIDAY MORNING SESSION 
(Held in Marine Hall) 


Mr. FREEMAN IN THE CHAIR. 


Twelfth Paper—‘Electricitv for Na- 
tional Advertising.’ By George 
Williams. 


Mr. Williams was unfortunately 
unable to be present. His paper was 
read for him. 

Discussion :—T. I. Jones, New 
York, said that he thought it was 
hardly practicable to compile any 
data on the subject of bill board lo- 
cations in a large city. In New 
York, for instance, it would be im- 
possible. 

Mr. H. J. Gille, Minneapolis, con- 
sidered it of vital importance and 
suggested that the Association con- 
sult with the National Bill Posting 
Association to this end. Mr. Gille 
considered that he had talked with 
representatives of that body, and 
that they are much interested and 
also that little can be accomplished 
without their active support. They 
have a line on the business and em- 
ploy a great many salesmen, and the 
Association would do well to take 
the matter up actively with them. 

Mr. C. N. Stannard, Denver, said 
that he has received a number of or- 
ders from the National Bill Posting 
Company for signs and endorsed 
Mr. Gille’s suggestion. 




























































































































































Selling Electricity 





June, 1909 





Revenue from Existing Customers.”’ 


By T. I. Jones, New York. 


Discussion:—Mr. H. J. Gille, 
Minneapolis, said that there are a 
number of manufacturers who pub- 
lish very high class advertising, de- 
signed for distribution by lighting 
companies among their consumers. 
He has often purchased such mate- 
rial, and recommended it to the 
smaller companies who cannot af- 
ford to spend the money necessary 
for preparation of high class adver- 
tising. 

Mr. J. F. Becker, Brooklyn, told of 
their system of dividing their city 
into territorial districts for which in- 
dividual agents were responsible. 

Mr. C. N. Stannard, Denver, said 
that he had organized a “good ser- 





Thirteenth Paper —‘‘ Development of 


vice department,” which found that 
there are twenty ways to aid in the 
developing of increased revenue 
from a fully equipped consumer, 
through attention to switches, fuses, 
empty sockets, dead lamps, etc. 

At this point, the Hon. Frank 
Bergen of New Jersey delivered an 
address and the meeting went into 
executive session for the election of 
officers and to receive the reports of 
committees. 

The following officers were elect- 
ed for the ensuing year: 

President, Frank W. Frueauff, 
Denver, Colo. 

First Vice-President, W. W. Free- 
man, Brooklyn, N. Y. 

Second Vice-President, John F. 
Gilchrist, Chicago, Ill. 

Secretary and Treasurer, F. M. 
Tait, Dayton, Ohio. 





HE Exhibition arrangements 
of the 32nd Annual Conven- 
tion of the National Electric 
Light Assn. were without 

doubt the most complete and satis- 

factory so far employed by the Class 

D members. While the booths 

were small they provided amply for 

the goods displayed, the exhibitors 
evidently believing that a _ small 

showing served quite as well as a 

large one. 

Notable among the current con- 
suming devices were electric auto- 
mobiles, of which ten makes were 
on display. Automobile manufac- 
turers, however, failed to grasp their 
real opportunity as their efforts 
were devoted more to showing their 
individual machines than to demon- 
strating to central station men the 
advantage and need of co-operation 


Current Consuming Devices Exhibited 


Displays Were of Great Interest to Commercial Men 





between electric vehicle manufac- 
turers and lighting companies. It 
is to be hoped that another year will 
see more co-operative endeavor on 
the part of the electric automobile 
manufacturers to bring their propo- 
sition in a big way before the fra- 
ternity. This was done to a consid- 
erable measure on the Convention 
floor in Mr. Hutchings’ paper and in 
the keen discussion that followed. 
It would seem that a greater and 
more lasting impression might have 
been gained by codifying the argu- 
ments and giving figures to prove 
not only the advantages but the best 
methods of promoting the sale of 
the electric auto from the central 
station standpoint. 

The suction and vacuum cleaner 
people were also largely in evidence, 
not less than five types being dis- 
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played. This appliance already has 
a very wide sale and should be vigor- 
ously pushed by all lighting compa- 
nies. The claim of one manufac- 
turer, to the effect that “the vacuum 
or suction cleaner is as necessary a 
part of a household equipment as 
an ice-box or furnace” may seem 
somewhat exaggerated but this at- 
titude is one which the central sta- 
tion should immediately adopt. Suc- 
tion sweepers and cleaners ranging 
in price from $50 to several hun- 
dreds of dollars were exhibited, indi- 
cating that machines are available 
for practically every class of cus- 
tomer which the lighting company 
may have. 


New lamps and fixtures were also 
largely in evidence, especially flam- 
ing arcs, these ranging in size from 
the four carbon unit displayed by C. 
J. Toerring Co. to the tiny Star 
Flame which had its first introduc- 
tion to the industry at this Conven- 
tion. Of the new fixtures, the fold- 
ing Tungstolier, the Federal fixtures 
and the new Nernst units were 
among the most interesting. 


A feature of the Exhibition was 
the great interest evidenced by the 
public. An admission charge of 10 
cents was made to the pier and the 
many visitors to Atlantic City spent 
a considerable amount of time in- 
specting the booths. This was a 
distinct advantage to those exhibi- 
tors whose devices appealed to the 
public, such as the automobile and 
suction sweeper manufacturers, but 
proved annoying at times to other 
exhibitors and to delegates at the 
Convention. A large space in the 
centre of the hall was kept clear for 
dancing in the afternoon and even- 
ing, music being furnished by the fa- 
mous Filipino Band. ‘This extra at- 
traction also drew large numbers of 
the public so that at no time during 
the Convention from the opening of 
the pier until the lights were out was 
there a lack of interested attendance. 

The following manufacturers dis- 


played appartus and appliances of 


interest and value to commercial 
men. It is strongly recommended 


that. those who failed to attend the 
Convention secure for their files the 
new literature of the products list- 
ed:— 


American District Steam Co., Steam Heat- 
ing, Lockport, N. Y. 
American Electric Heater Co., Electric 
Heating Appliances, Detroit, Mich. 
Anderson, A. & J. M. Mfg. Co., Electric 
Atitomobiles, Boston, Mass. 
Anderson Carriage Co., Electric 
biles, Detroit, Mich. 

Baker Motor Vehicle Co., Electric Automo- 
biles, Cleveland, Ohio. 

Columbus Buggy Co., Electric Automobiles, 
Columbus, Ohio. 

Electric Suction Sweener Co., 
Sweeper, New Berlin, Ohio. 

Economical Electric Lamp Co., Turn-Down 
Lamps (Tungsten), 25 West Broadway, 
New York. 

Electric Cleaner Co., Vacuum Cleaner, 1657 
Monadnock Block, Chicago. 

Federal Electric Co., Signs & Lighting Fix- 
tures, Lake & Desplaines Sts., Chicago. 

General Vehicle Co., Electric Automobiles, 
Long Island City, N. Y. 

Metropolitan Engineering Co., Steam Heat- 
ing, 1250 Atlantic Ave., Brooklyn, N. Y. 

Nernst Lamp Co., New Type Lamps & Fix- 
tures, Pittsburg, Pa. 

The Rauch & Lang Carriage Co., Electric 
Automobiles, Cleveland, O. 

Studebaker Automobile Co., Electric Auto- 
mobiles, Seventh Avenue, New York. 

Star Electrical Concern, New Type Lamps 

& Fixtures, 74 Cortlandt St., New York. 


Automo- 


Suction 


Spencer Turbine Cleaner Co., Vacuum 
Cleaner, 618 Capital Avenue, Hartford, 
Conn. 

Simplex Electric Heating Co., Electric 


Heating Appliances, Cambridge, Mass. 

Toerring Co., C. J.. Flame Arc Lamps & 
Inverted Arcs, 2219 Toronot St., Phila- 
delphia. 

Tungstolier Co., New Type Lamps & Fix- 
tures, Cleveland, Ohio. 

Westinghouse Electric Mfg. Co., Vacuum 
Cleaner, Pittsburg, Pa. 

Woods Motor Vehicle Co., Electric Auto- 
mobiles, 2515 Calumet Avenue, Chicago. 

Waverly Co., Electric Automobiles, Indian- 
apolis, Indiana. 


In addition to the above were 
many other excellent exhibits, but 
for the most part these were of great- 
er interest to the technical men than 
to the central station salesman. 











Convention 


Mr. A. V. Wainright of the Susquehanna 
Light, Heat and Power Company held a 
Convention of his own men in the Hotel 
Windsor. About twenty-five men from his 
various companies were present in Atlantic 
City and independent sessions were held on 
Thursday, Friday and Saturday mornings. 
Mr. George Bullock, President of the Com- 
pany, was present. 


Mr. E. R. Davenport, Sales Manager of 
the Narragansett Lighting Company of 
Providence, attended the Convention with 
six of his commercial men. There were in 
all twelve Narragansett men in attendance, 
which is a large showing from a company 
of this size. 


On Wednesday afternoon there was a 
Convention Base Ball game between the 
Earnest, Energetic, Efficient, Edi- 
fying, Entertaining 


Eager, 


EFFULGENT EASTERN ELECTRIFIERS 


F. G. Vaughan, Manager 

and 
Wary, Whimsical, Whizzing, 
Wonderful, Worthy 


The Watchful, 
Willing, 


Winpy WESTERN WINNERS 
F. R. Frueauff, Manager. 


The Western team won by a score of 8 to 
7. An incident of the game was a mock 
fight between P. S. Von Staagen, one of the 
coaches, addressed in the garb of Holland, 
and E. E. Larrabee of Bennington. The 
police charged down upon them and after 
much ground and lofty wrestling, gathered 
them off in an auto. 


News Notes 


Mr. H. N. McConnell, for some time 
Manager Com. Dept., Elmira Wtr. Lt. & R. 
R. Co., has been transferred to the Colo- 
rado Springs Elec. Co. Mr. McConnell 
was in attendance at the Convention and 
left for the West from Atlantic City. 


Twenty-eight members of the Brooklyn 
Company Branch of the National Electric 
Light Assn. attended the Atlantic City Con- 
vention. There are in all 144 members. 


A large delegation attended the Conven- 
tion from Rochester and lodged a very con- 
siderable boom for Rochester, as the head- 
quarters for the 1910 Convention. 


On Thursday there were three independ- 
ent sessions of the Convention, a techni- 
cal session, a commercial session and an 
accounting session. In fact, they were all 
very well attended as the evidence of the 
growth of the N. E. L. A. 


President Kulas, of the Tungstolier Com- 
pany, Cleveland, announced at the Conven- 
tion that W. H. Wissing comes with the 
company on June 15th as general manager 
and in charge of central station new busi- 
ness department. Mr. Wissing, as is now 
very generally known, is general contract 
agent for the Union Light and Power Com- 
pany of St. Louis. 


Mr. Fred E. Schorenstein, who has been 
for some time with the Brooklyn Edison 
Company, and who was before that with the 
Henry L. Doherty Company, has lately be- 
come affiliated with the Susquehanna Rail- 
way, Light & Power Company as a com- 
mercial advertising expert. 








Additional Commercial Day Papers 
will be published in July 
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vention at Atlantic City—Commercial Sessions 


DEVELOPMENT OF REVENUE FROM EXISTING CUSTOMERS 


THEODORE |. JONES 


ExisTING CuSTOMER METHODS 


HE plan of action in ap- 
proaching an existing cus- 


tomer with a view to increas- 
ing his current use must of neces- 
sity differ somewhat from that of 
inducing an applicant to use current. 
The experience of the existing 
customer who is a current user may 
not have been a pleasant one, due 
to lack of knowledge as how best to 
apply his current, improperly select- 
ed lamps, incorrect 
motor drive, or kin- 
dred reasons, and 
another form of con- 
tract with attention 
to the complaints of 
service may be all 
that is necessary to 
satisfy him and in- 
crease his current 
use. Such a condi- 
tion would not be 
met in approaching 
the new _ prospect 
who had never be- 
fore used current. 
In the treatment of 
the subject of the de- 
velopment of revenue 





ers we will consider 

first the question of rate involved; 
next, the publicity methods of get- 
ting in touch with the customer, the 
various development methods in 
general use, and, finally, state the 
results thus far obtained by the au- 
thor in this work. 


RaTE CONDITIONS 


The consumers of a given com- 
pany, so far as the effect which ad- 
ditional consumption will have upon 
their contract rate is concerned, 
may be divided into two classes, as 
follows: 

First—Those consumers whose 





Theodore I. Jones 
Manager Sales Department 
from existing custom- United Electric Light & Power Co., N. Y. City 


rate will not be lowered by in- 
creased consumption and where ad- 
ditional current must be obtained at 
the same rate. 


In this class we have in New 
York City apartment houses, resi- 
dences, and small commercial users 
where a retail flat rate of 10 cents per 
kilowatt-hour is charged. 


In this class also would come those 
wholesale customers such as large 
commercial users receiving the mini- 
mum rate, and those 
on asliding-scale con- 
tract where the in- 
creased consumption 
contemplated would 
not entitle the con- 
sumer to a lower cur- 
rent charge. 

In developing revel 
nue from this class of 
customers the centra- 
station representative 
must rely solely upon 
his ability to show 
advantages to the cus- 
tomer from increased 
illumination or from 
the use of electric heat 
or power appliances 
without regard to the 
question of rate, for 
here the rate is constant, and the 
benefit which the customer is to re- 
ceive must be one apart from the 
reduction in cost per kilowatt-hour. 

Second—Those customers on a 
form of contract where the addi- 
tional consumption will result in a 
lower rate through the operation of 
a new contract or a lower scale on 
an existing contract. 

In this class may be included 
those customers now on a retail 
flat-rate basis who by increase of 
consumption would be entitled to 
change to the wholesale form of 
contract at a lower rate per kilo- 
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watt-hour, and those wholesale 
users where the use of additional 
consumption contemplated would 
bring them under a lower current 
charge on their sliding-scale con- 
tract. 

In considering development of 
revenue from this class of custom- 
ers, the central station representa- 
tive has to assist him the fact that 
the additional consumption which 
the customer will use will entitle 
him to a lower rate, and this fact 
may be strongly emphasized in ad- 
dition to the advantages that will 
accrue to the customer through the 
additional current used for illumin- 
ation, heat or power purposes as 
recommended. 

In considering the question of 
change of contract, it is the prac- 
tice in the company of the author 
to take originally that form of con- 
tract which seems best suited to 
each individual need; but if, after a 
reasonable period of burning, the 
consumption indicates a better rate, 
that form of contract giving the in- 
dicated rate is substituted, dating 
retroactively. 

The publicity methods for exist- 
ing customers may be classified as 
follows: 

First—By solicitation through ad- 
vertisements sent out by the cen- 
tral station or the electrical manu- 
facturer or supply dealer. 

Under this heading come 

(a) Newspaper or magazine ad- 
vertisements. 

(b) Billboards. 

(c) Dodgers or advertising ma- 
terial sent through the mail. 

Second—By the display room of 
the central station or supply dealer. 

Under this heading would be con- 
sidered 

Special displays of the central 
station, either at its offices, store 
windows, electric shows, and the 
like, displays in department stores, 
or by electrical supply dealers. 

Third—By trial propositions. 


Under this heading would come 
iron campaigns, and the trial terms 
of various apliances sent to the con- 
sumer to demonstrate the value of 
various types of apparatus. 

Fourth—By methodical personal 
solicitation on the consumer’s prem- 
ises. 

Under this heading would be 
classed that publicity for electric 
service which would be brought to 
the customer by personal calls of 
a representative sent out from the 
central station. 

In considering the value of the 
first and second classes above, it is 
believed that the results obtained 
from a purely advertising campaign 
as well as display-room methods, 
conducted either by an electrical 
manufacturer or department stores, 
or by the central station, are so well 
known that they will not be here 
touched upon. 

The results of the trial campaign 
and personal-call methods noted in 
the classes three and four above, as 
obtained by the author will, it is 
believed, be of interest. 


TRIAL PROPOSITIONS 


In the early part of March we 
sent out 200 electric irons for a six 
months’ free trial to apartment resi- 
dential customers in New York 
City. 

In considering this proposition 
the average central station manager 
may look upon New York City as 
one slow in electrical growth, but 
it must be considered that the resi- 
dential portion of the city has pe- 
culiarities not met with in the av- 
erage interior town. The apart- 
ment dweller is in the great major- 
ity in New York. His tenure of 
residence at any one location aver- 
ages sixteen months, and the social 
intercourse present in cities of a 
smaller size, or where the apart- 
ment method of living is not so pro- 
nounced, is much less. Where the 
social intercourse does not bring 
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neighbors into contact, the verbal 
self-advertisement of any proposi- 
tion, and particularly an electrical 
one, is not obtained. 

Again, this mode of living in 
apartment houses prevents the ap- 
proach of a solicitor by the original 
canvassing methods, owing to the 
refusal of the apartment owners to 
permit such soliciting. The meth- 
ods to be now described must there- 
fore be considered under these con- 
ditions. 

The 200 irons were sent out by 
express without advance notice. A 
letter was sent from the sales de- 
partment of the company, so timed 
as to be received by the existing 
customer a short time after the de- 
livery of the iron. 

Many plans were considered of 
sending out these irons: 

First—By advance notice, 

Second—In the care of a demon- 
strator, 

Third—On receipt of slips re- 
questing trial service, and similar 
methods, but owing to the local 
conditions, particularly the inability 
of solicitors to gain admittance to 
the apartments, and the lethargy of 
the average electric light consumer 
in New York City to request trial 
propositions of any kind, it was 
thought best to send the package 
unannounced. 

Of the first hundred irons deliv- 
ered, sixteen were refused, the rea- 
sons for refusal being generally 
given that no package had been or- 
dered. The expressman delivering 
the iron was instructed, in case of 
refusal to receive the package, to 
advise the customer of its contents. 
In the above sixteen cases this was 
done, and four were retained. Of 
the remaining twelve, various rea- 
sons were given for refusal. In a 
few cases irons were already in use. 
A few did not care to make the 
trial and some had no wiring in 
the kitchen. In the cases of re- 
fusals on account of no wiring in 


the kitchen, note was made of this 
fact, and given to the agent of that 
district responsible for its electrical 
development. 

One month after the irons were 
delivered, the agent of the district 
concerned called on the consumers, 
asking the results of the test thus 
far, and offering suggestions re- 
garding the use of the iron. 

In this manner 200 irons have 
been delivered, and while our rec- 
ords are not sufficient to give more 
than two months’ average at the 
present time, an income of 70 cents 
per customer per month is indi- 
cated. 

It will be noted that if the iron is 
never paid for by the consumer, but 
is used at this rate for a period of 
six months, a revenue of over $4.00 
will be obtained; materially above 
the iron cost. 

It is the opinion of the author 
that these trial propositions are 
most valuable and, carried on in a 
judicious manner, may be produc- 
tive of excellent results in increas- 
ing the revenue, particularly of 
residential consumers. 

In a small carpenter shop, where 
the owner is skeptical of the value 
of electric power, is there any good 
reason why a trial proposition of an 
electric motor should not be given 
for a period of six months, where 
the estimated current used during 
this period will pay for the cost of 
the equipment involved? 

It is generally conceded that in 
75 per cent of the cases where elec- 
tric trial propositions have been 
made judiciously the apparatus 
stays, and staying has materially in- 
creased the revenue from the exist- 
ing customer. 


DEVELOPMENT INSPECTION 


In considering the fourth publi- 
city method above stated, viz., that 
of personally calling upon existing 
customers by a representative of 
the central station, it is believed the 
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plan outlined below, whch has been 
termed “Development Inspection,” 
contains some original ideas. 

The plan, in brief, has for its fun- 
damental basis the fact that one 
representative of a central station 
is responsible for the complete rev- 
enue development over a particular 
field, whether this development be 
by the getting of new customers or 
by the increase of current use by 
existing customers. 

A routine of calls is at the pres- 
ent in vogue with all existing cus- 
tomers averaging over a_ stated 
amount monthly once every six 
months, so that these customers 
will be visited twice a year by the 
central station representative. 

This method of development in- 
spection has been in operation but 
a short time; sufficiently long, how- 
ever, to warrant the continuance of 
the service on the plan outlined. 

Mr. Jones here cited several il- 
lustrations of how his men have 
handled specific customers and in- 
creased the consumption materially 
and concluded as follows: 

~ Innumerable cases might be cited, 


all showing different phases of rev- 
enue development from existing 
customers. It is hoped, however, 
that those cited will be sufficient to 
show the method underlying them 
all, viz., that attention and a dis- 
play of tact on the part of the sell- 
ing force will result in increased 
revenue from existing customers— 
indeed, often in more revenue than 
the same attention to applicants for 
serv ice not connected to the com- 
pany’s s mains. 

‘If the ideas herein noted will 
cause a little more consideration to 
be given to the obtaining of addi- 
tional revenue from existing cus- 
tomers, rather than the devotion of 
all our energies to the obtaining of 
new customers with material con- 
nection expense, the object of this 
paper will have been achieved. 

“That a satisfied patron is one’s 
best advertisement is as true of a 
central station company as of any 
other line of business, and that a 
little attention and tact to an exist- 
ing customer is worth while can be 
easily proved by making the experi- 
ment.” 





register. 





A Dollar Idea 


John C. McLaughlin, Chief Clerk 
Potomac Electric Power Co., Washington, D. C. 


HE purchasing public is usually very skeptical sense leen 7 
registration of electric meters. For the purpose of demon- 
strating to them that an electric meter will not register after the 
current has been turned off at the lamp, we have made a small port- 
able board on which are six lamps of different candle powers, and 
a recording watt meter with a glass cover. By means of this we 
are enabled to show the varying speed of the meter with one, two, 
three or more lamps burning, and also demonstrate the fact that as 
soon as the lights are turned out the meter immediately ceases to 


We have found this very valuable, and it has been the means 
through which a number of dissatisfied customers have been shown 
that they were getting “a square deal.” 
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ELECTRICITY FOR NATIONAL ADVERTISING 


GEORGE WILLIAMS 


HE persons who do not ad- 
mire a modern electrical dis- 
play represent so small an 
element of trade that any advertiser 
can ignore them. The people who 
most admire electrical display are 
those who purchase the manufac- 
tured produce of the world. 
Electrical advertising display is a 
medium by itself. It is not a com- 
petitor of or an encroachment upon 
any other class of 
legitimate advertis- 
ing or method of 
selling. It is a new 
creative power, yet 
one that increases 
the efficiency of all 
other selling energy. 
The most competent 
newspaper and mag- 
azine advertising au- 
thorities use and en- 
courage the use of 
the modern electri- 
cal display, and the 
wise promoter of 
electricity uses and indorses news- 
paper and magazine publicity. 
Neither should the well-ordered 
billboard be disturbed by the inevit- 
able progress of this new electrical art. 
That electrical advertising is pro- 
ductive, observe that no campaign 
of national advertising that included 
creditable electric signs has ever 
been unsuccessful. 
Users of electrical advertising dis- 
play have these advantages: 





George Williams 
Henry L. Doherty & Co., New York City 


1. The women everywhere admire 
the displays because the electric 
signs help brighten the city. This 
alone goes a long way in giving 
prestige to the brand or name of the 
advertised product. 

2. The electrical interests in any 
city include the personnel of the 
central station, telephone, traction 
and electrical supply companies, some- 
times directors and stockholders in 
these companies who 
also take an interest 
in electrical prog- 
ress. The real estate 
interests are also 
keen to see the signs 
go up. All these 
people can be count- 
ed on to stand spon- 
sor for electrically 
advertised products. 

3. Electrical ad- 
vertising is the one 
kind that cannot be 
overdone. Dark- 
ness was made only 
to sleep in. The Police Department 
voluntarily protects the electric 
sign, and everybody has a kindly 
interest in it. 

-4, Electrical display is the only 
kind of advertising that people will 
pause to read repeatedly. The only 
kind that people will read with de- 
light a thousand or more times in a 
year. 

5. The readers do not have to 
buy it in order to read it. 
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6. The readers do not forget what 
they see or forget to talk about it 
with their friends. 

7. Electrical advertising enhances 
the reputation of the product adver; 
tised,—puts on the gilt edge, car- 
ries the difference in atmosphere 
between an engraved card and a 
printed one, lends the piano finish, 
suggests that superiority that you 
can realize right now by recalling 
the brands or names of the mineral 
waters, teas, biscuits, beer, razors, 
plows, dress trimmings, sewing ma- 
chines, typewriting machines, gar- 
ters, suspenders, confectionery, cor- 
sets or automobiles that are now 
advertised by electricity. You may 
not be in a position to know that 
these particular brands are the best 
to buy, but you think they are. 

8. The small cost of electrical 
publicity. 

Creditable modern signs, each of 
two to five hundred lamps, can be 
purchased, placed and lighted for a 
year in the capital city of every 
state in the Union and in each of 
the cities of New York, Chicago, 
Philadelphia, St. Louis, Baltimore, 
Cleveland, Buffalo, San Francisco, 
Cincinnati, Pittsburgh, New Or- 
leans, Detroit, Milwaukee and forty 
more cities of lesser population, for 
$150,000, a modest appropriation 
for what it would result in impress- 
ing a name, brand or phrase upon 
the mind of every purchaser of any- 
thing in this country. 

9. Free publicity with it. 

No national advertiser who in- 
stalls modern signs on a broad plan 
will fail to continue to receive an 
avalanche of free publicity in news- 
papers, magazines and in the trade 


press. Some of it is publicity that 
money cannot buy. It shows up in 
city-promoting literature and on 
souvenir postal cards. When an 
English lord visited New York last 
year the press of the country told us 
that he praised the White Rock sign 
on Broadway. Could White Rock 
have placed its name on the pages 
of a thousand dailies in a single day 
if the sign had been a painted one 
or an inartistic creation? 

There are unconcealed tributes 
awaiting the advertiser who uses 
the right kind of electrical display. 
The newspaper does not praise the 
handsome magazine advertisement, 
nor the magazine the creditable 
newspaper copy; both contribute to 
the fame of the liberal user of elec- 
trical display. 

10. Increasing the number of 
readers does not increase the cost, 
nor does increase of contemporaries 
lessen the advertising value. 

The most valuable location for a 
sign is in an already well-lighted 
city, for any city where electrical 
sign patronage is developed draws 
more out of town traffic than the or- 
dinarily lighted city. The more 
signs there are to see, the greater is 
the traffic. The convention or fair 
crowd enlarges the number of spec- 
tators of the display but decreases 
the cost of showing the sign per 
reader. Five dollars per night is a 
most economical sum for entertain- 
ing 50,000 persons. 

Standardizing the contracts in 
price is not practicable either in the 
rate per lamp or per kilowatt, be- 
cause the cost of electrical service 
and cost of roof rentals is varied to 
so great an extent that a uniform 
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rate for the whole country would be 
either too high or too low as com- 
pared with legalized schedules of 
local lighting companies. ‘The hours 
of burning are already standardized 
to 6 or 12 hours every night of the 
year. 

It is here suggested that the Asso- 
ciation collect the following infor- 
mation from each Class A member 
and compile for the benefit of mem- 
bers, national advertisers, advertis- 
ing agencies and sign builders: 

(a) List of available local roof 
locations, their descriptions and 
terms of rental. 

(b) Flat rate of service for 4-cp 
and upward per year at 6 and 12- 
hour nightly burning (inclusive of 
lamp-renewal = and 
cost.) 


sign-cleaning 


(c) Names and brands of prod- 
ucts already advertised by electrical 
display, accompanied by photo- 
graphs. 


This information should be col- 
lected and printed without delay, 
published in book form and _ ten- 
dered for sale to the members. 


New-business departments could 
use this book to show to local pros- 
pects for signs. 

Sign manufacturers and agencies 
that desire to quote prices to their 
customers would be enabled to esti- 
mate appropriations for placing 
signs in specified cities or groups 
of cities. 

A reference to the illustrations, 
suggestions for design, borders, 
types of letters, or other detail would 
result in better variety and more 
features that would be new to every 
city. 

The development of the electrical 
sign is assured. Its national popu- 
larity guarantees that. 

Sign circuits similar to our pres- 
ent arc circuit distribution, and low- 
voltage current with high-efficiency 
lamps of four candle-power are in- 
teresting possibilities for the cen- 
tral stations to anticipate. 

The national advertiser can also 
look forward to improved facilities 
in placing his patronage, still lower 
rates for service, and a greater pro- 
duction from his advertising appro- 
priation. 


THE ADOPTION OF ELECTRICAL HEAT FOR INDUSTRIAL 
PURPOSES 


CHARLES J. RUSSELL 


HE field for the introduction 

of electrical heat for indus- 

trial purposes is a wide one, 
covering an enormous variety of ap- 
plications in which steam heat and 
direct combustion methods are now 
used. The adoption of electricity 
presents the same advantages over 
the older methods that the electric 
drive does over the older methods of 
transmitting power. Safety, clean- 


liness, flexibility and convenience 
are as apparent in these as in other 
electrical applications. Sanitary 
conditions are improved, and labor 
is made more available and content- 
ed. Machines may be placed where 
most convenient without regard to 
the source of heat. Constant losses 
due to the transmission of heat are 
eliminated. Increased production, 


improved product and decreased 
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manufacturing cost are also includ- 
ed in the testimony given upon the 
results obtained by the introduc- 
tion of electrically-heated equip- 
ments. 

The tendency on the part of the 
prospective consumers and of elec- 
trical engineers to call for the devel- 
opment of special apparatus and ap- 
pliances to meet every industrial 
need, in place of modifying the ap- 
plication to meet the conditions of 
standardized heat elements or units, 
has delayed the adoption of electric 
heat materially. 

Electric furnace applications 
found in the electrometallurgical 
and electrochemical industries are 
the most important examples of the 
use of electric heat for industrial 
purposes. The developments in 
such directions have been very rap- 
id and promise to assume command- 
ing importance within a few years. 
The manufacture of carbide of cal- 
cium, aluminum, phosphorus, car- 


bon bi-sulphide, sodium and potas- 


sium have been carried on in in- 
creasing quantities with the electric 
furnace. The electric furnace has 
revolutionized the manufacture of 
ferro-alloys and is being adopted to 
a great extent for the refining of 
steel. 

The use of electric welding ap- 
paratus is constantly increasing. 
The development of spot welding 
and of automatic machinery handling 
a large amount of work with un- 
skilled labor has marked a distinct 
advance in many lines of business. 
Electric welding by the arc for foun- 
dry purposes is being very generally 
adopted by those who have occa- 
sion to repair cracked or defective 
castings. These installations are 
found in both direct and alternat- 
ing-current installations. 

The fused-bath type of electric 
furnace for heating special steel be- 
fore tempering has proven of great 
merit. The results obtained by its 


use are remarkable as 
with the older methods. 

Oil tempering baths are now 
made self-contained and provided 
with proper heat insulation, mount- 
ed upon pipe legs through one of 
which the connections are made. 
The temperature is controlled by 
rather unique means and covers a 
long range up to 600 degrees. Tem- 
perature control is of vital impor- 
tance in this field, and the electric 
method offers in these baths the 
most exact and precise regulation 
that could be desired. 

The electric soldering iron has 
been a much maligned instrument, 
principally on account of the very 
severe conditions under which it is 
used, and therefore, unless made 
very carefully and proper instruc- 
tions given for its use, the results 
might not be as satisfactory as de- 
sired. Some companies have, how- 
ever, had some experiences with 
soldering irons of a certain manu- 
facture which have resulted in good 
satisfaction. This tool is one of the 
best entering wedges for electric 
power, as it consumes very little 
current and paves the way for mo- 
tors and other power-consuming de- 
vices. From the tests so far made 
on the soldering iron above referred 
to, the results indicate that a solder- 
ing iron can be operated by elec- 
tricity cheaper than by gas. 

In many of the metal trades small 
articles require to be enameled or 
japanned. Electrically-heated ovens 
have proven very successful and 
economical in the arts and trades 
for this class of operation. Their 
cleanliness, the precise control of 
temperature made possible by their 
use and the safety of such instal- 
lations are appreciated in the higher 
grades of work. The heating re- 
quirements of some of these opera- 
tions can be adjusted so as to con- 
stitute an ideal load. Much of the 
work is baked out at night, and the 


compared 
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day requirement for heat can be 
met outside of peak periods. 

Some of the first successful appli- 
cations of electric heating to indus- 
trial operations were made in print- 
ing, publishing and bookbinding es- 
tablishments. The proven advan- 
tages of the electric method leave 
no doubt that all other methods 
have been surpassed as to quality 
and quantity of output and that 
manufacturing costs have been de- 
creased. In many cases the ability 
to supply electrically-heated appara- 
tus has proven the factor deciding 
the question of central station sup- 
ply of all the plant requirements. 
While some progress has been made 
in developing this class of business, 
the field has scarcely been touched. 
Such business has come largely 


without special solicitation either 
upon the part of the central station 
or of the makers of electric heating 
devices. 

Electrical heat has been applied 


to the heads of embossing presses 
and for press blocks used in the pub- 
lishing trades. In this line of work 
high temperature and _ absolute 
cleanlines are essential, together 
with a close control of the heat. 

The many uses of glue pots and 
glue cookers in the printing and 
publishing trades are well known. 
Electrically-heated appliances can 
be supplied for all the processes and 
purposes for which heat is required 
in these trades, from melting pots 
used in the type casting and com- 
posing room to electrically-heated 
tools for the ornamentation of the 
finished volume. 

Heated tools are used in the 
leather trades for finishing and or- 
namentation in great variety and to 
a very large extent. The amount of 
power used in making up leather 
into the finished articles is very 
small, and the proposition is usually 
a good one for the central station to 
attack. The results obtained by the 
adoption of electrically-heated tools 


mark a distinct advance in the art 
and are such as to demand the con- 
sideration of those who have not 
yet turned from older methods. 

Glue pots heated electrically have 
been largely introduced in the wood- 
working trades. Where the finer 
grades of work are done, such as in 
cabinet making, piano case and 
movement manufacturing, forty to 
fifty individual glue pots are often 
found installed in one room. In 
these cases the electrically-heated 
pot operates as a distinct economy 
over the older methods. Sanitary 
conditions are improved and work- 
men benefited by the change. 

Electrically-heated tools for pro- 
ducing designs upon wood and cork 
have been tried out and found 
very successful. Where the wood 
is soft and the thermal capacity of 
the tool is properly designed to 
meet the conditions, the results have 
been satisfactory. 

The manufacture of articles for 
personal or domestic use or orna- 
ment, composed entirely or partly 
of celluloid, has attained very great 
importance within the last few 
years. Heat is necessary in the 
process of manufacture, and the re- 
quirements for constant and exact 
temperatures are well understood on 
account of the nature of the materi- 
als employed. 

Some of the earliest foreign de- 
velopments of industrial heating ap- 
pliances were made for this class of 
business. 

Current is used in the clothing 
and textile trades to a very large ex- 
tent. Irons of all kinds, shapes and 
sizes have been designed to meet 
the special requirements of these 
varied trades. 

Finishing rolls for silk mills heat- 
ed electrically have proven very 
successful in practice. A finish is 
obtained that surpasses that ob- 
tained in any other way, and clean- 
liness and perfect product result. 
The gas-heated rolls had to be 
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stopped and the soot cleaned out at 
intervals. The electric rolls can be 
run continuously and with a much 
greater speed, the output being 
tripled in one case investigated. 

Embossing rolls for the designs 
upon plush and other goods have 
proven a great success and present 
all the advantages before mentioned. 

The Ludlow Manufacturing Com- 
pany, of Ludlow, Mass., is success- 
fully using electric heat for drying 
twine where the twine is wound on 
large drums and formerly was dried 
by steam applied to the inside of 
the drums. It is stated that elec- 
tric heat has reduced the expense of 
this work, that less time is required 
to finish the work, which means in- 
creased output, and that the finish 
given to the twine is superior. 

The field for electric irons is very 
large in the hat, corset and other 
manufacturing branches of the tex- 
tiles trades. Shirt factories are 
large users of hand irons, as many 
as 200 being installed in a single 
factory. The manufacture of ap- 
parel for ladies’ wear calls for the 
use of pleating, fluting and crimping 
machines with heated shaped rolls 
and blocks. Electric heat has been 
successfully applied for this pur- 
pose. 

The general advantages of elec- 
tric hand irons for use in laundries 
are even exceeded by the value of 
electrically-heated rolls and blocks 
for use upon laundry machinery. A 
complete line of such applications 
has been tried out and is on the 
market. Steam and gas-heated ap- 
paratus has been superseded in sev- 
eral modern laundries with excel- 
lent results. 

Electrically-heated rolls have been 
successfully adopted for finishing 
fine grades of paper. 

Hot plates are also used for fin- 
ishing samples and small hand- 
made sheets. 

Heated rolls for waterproofing 
paper with pitch and similar com- 


pounds have been successfully in- 
troduced. 

Automatic machinery used in the 
paper-box trades has been equipped 
with electrically-heated glue recep- 
tacles and driers. 

Paper tops for bottles are treated 
with paraffine which is kept at the 
proper temperature by electric heat, 
and if they are printed before dip- 
ping the ink is dried by similar 
means. 

The advantages of electric heat to 
the confectioner are so well under- 
stood that it has been very gener- 
ally adopted. The character of 
product was uniform and superior 
to that generally obtained from 
other ovens. 

The use of electrically-heated vul- 
canizing molds for repairs to auto- 
mobile tires is rapidly extending. 

Small electric stoves have been 
adopted to a very considerabe ex- 
tent in the optical trades. These 
are used in the process of making 
up lenses, and electric ovens are 
used to some extent for baking and 
drying operations. 

Branding tools of many kinds are 
used in many of the industries for 
marking wood, leather, rubber, 
meat, and the like. 

Electrically-heated devices for use 
in hospitals and by surgeons and 
dentists have been developed in 
great variety. While the amount of 
this class of business may not be 
large in any given section, the ag- 
gregate demand for heat for such 
purposes is very large and is usually 
associated with other requirements 
for electric service. Along similar 
lines is the demand for heating 
equipments for chemical, industrial 
and _ bacteriological laboratories. 
Electrically-heated apparatus for 
both high and low temperature has 
found general favor on account of 
the ease with which exact condi- 
tions may be obtained and dupli- 
cated. 
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The field for the development of a 
large amount of business in this. di- 
rection belongs to the central sta- 
tion industry. Solicitors may be 
made familiar with the possibilities 
of the field by securing information 
regarding the heat requirements of 
the various industries we now serve 
and of those we negotiate with for 
light or power business. Special 











HE electric vehicle will gen- 
erally be used only during 
the day and evening, and can 

advantageously be charged in from 
six to eight hours. 
This introduces a 
class of business, 
which, by suitable 
preferential rates, will 
use electric current at 
just the time we are 
all anxious to sell it. 
This condition per- 
mits of a great im- 
provement in the 
daily load factor, and 
the records from the 
ledger footings show 
that it also increases 
the yearly load factor, 
due to the fact that 
vehicles are used for 
pleasure more in the 
summer than in the 
winter. 

Our sales of electric current for 
charging storage batteries for ve- 
hicles in Rochester have increased 
from 285,470 kilowatt-hours in 1906 
to 495,490 kilowatt-hours in 1908, or 
by 73 per cent., and our income for 
the corresponding year from $12,- 
458.91 to $19,796.56, or by 59 per. 
cent. 

Analizing our ledger footings still 
further, we find that in December, 





RELATION OF ELECTRIC VEHICLES TO CENTRAL STATION 
BUSINESS 


James T. Hurtcuinecs, Editor 





J. T. Hutchings 
Rochester Ry. & Light Co,, Rochester, N. Y. 






soliciting campaigns for this class 
of business will hardly be warranted 
by the immediate results. System- 
atic team work, with a special repre- 
sentative to whom all such matters 
are referred for assistance and ad- 
vice, will be productive of the best 
results in extending the adoption of 
electrical heat for industrial pur- 
poses. 


1906, we were supplying 98 private 
charging stations, which consumed 
during the year 111,557 kilowatt- 
hours, and gave us an income of 
$5,881.80, or 5.28 per 
cent per kilowatt- 
hour: while in Dec- 
ember, 1908, we were 
supplying 140 private 
stations, which used 
during the year 
194,171 kilowatt- 
hours, giving us an 
income of $10,730.63, 
or 5.51 cents per kilo- 
watt-hour. 

In December, 1906, 
we were furnishing 
current to eight public 
charging stations, 
which used during the 
year 173,923 kilowatt- 
hours, giving us an 
income of $6,577.03 
or 3.78 cents per kilo- 
watt-hour; while in December, 1908, 
we were supplying fourteen public 
stations, which used during the year 
301,279 kilowatt hours, giving us an 
income of $9,065.93, or 3 cents per 
kilowatt-hour. 

The above figures show that our 
income from the private charging 
stations has increased 82 per cent 
in two years, against an increase of 
38 per cent for public charging sta- 
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tions. While, to produce this in- 
crease of 82 per cent in income for 
private stations we furnished only 
74 per cent additional current, on the 
other hand, for the public stations 
we were obliged to furnish 73 per 
cent increase in current for an in- 
crease of only 38 per cent in in- 
come. The motive in making the 
lower price per kilowatt-hour for 
public charging stations was the de- 
sire to eliminate competition from 
isolated plants and to encourage the 
use of current between the hours of 
9.30 a. m. and 6.30 p. m. 

It being granted that at a fair rate 
the sale of current for the charging 
of batteries for vehicles is desirable 
and profitable business, the question 
arises—what attitude should the 
central station take to encourage 
this business? The first thing that 
comes to mind is the granting of 
special low rates for the current 
used. This has undoubtedly assist- 
ed many companies to create a con- 
siderable business in this line. From 
our own experience, however, we 
have found that a low rate is not 
the greatest incentive to an increase 
in business. 4 

As the batteries have previously 
been handled by our consumers, the 
electric vehicle owner has been us- 
ing too much electricity and has 


paid the company too much money 


therefor, the larger part of the cur- 
rent having been used to the detri- 
ment of his storage battery. A low 
rate for current induces carelessness 
on the part of the customer as to 
the manner of use. 

We find that what we most need 
is a campaign of education, which 
shall increase the customer’s knowl- 
edge of the proper methods to be 
pursued in charging his battery and 
handling his vehicle, bringing home 
to the consumer the fact that if the 
vehicle in operation uses twice the 
amount of current that it should to 
do a certain amount of work, owing 
to friction, bad alignment, and the 


like, the work actually done has de- 
creased by more than 50 per cent, 
and the life of the battery by more 
than that amount. 

Our company has for some time 
appreciated the value of these fea- 
tures and some of the difficulties 
that the vehicle owner labors under 
in getting satisfactory service out 
of the electric vehicle. For this 
reason we organized on the first of 
March of this year a department to 
give this matter special attention, 
and have placed in charge thereof 
a competent engineer of wide ex- 
perience in the handling and main- 
taining of batteries. Investigation by 
this department thus far has shown 
conditions to be even worse than 
we had anticipated. 

The department found that the 
principal carting and trucking firm 
in our city had two electric trucks, 
which had not been in operation for 
eight months. These trucks, prop- 
erly operated, should give us an in- 
come of from fifty to sixty dollars 
a month. The owners stated that 
the only reason the trucks were not 
operated was the excessive cost of 
maintenance and their unsatisfac- 
tory performance. 

In order to place these trucks 
again in commission the department 
made this proposition to the owners: 
That we would fit up the two trucks 
in A-1 condition, and that if, at the 
end of sixty days’ trial, the owners 
were not satisfied with their opera- 
tion there would be no charge for 
the repairs. If, however, the trucks 
were made satisfactory, we would 
charge the owners for only the act- 
ual material used, making them a 
present of the labor and current 
used in putting the equipment in 
first-class condition. 

The two vehicles were put on the 
street and have been in operation 
for two months, with the result that 
the customer has paid us $1,000 for 
the material used and is seriously 
considering the purchasing of ad- 
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ditional electric trucks. The super- 
intendent of our electrical vehicle 
department gave this installation 
his particular attention and after the 
vehicles were placed in commission 
gave personal supervision to the 
charging of the battery. On com- 
paring notes he found that whereas 
under his supervision it was neces- 
sary to give the battery only 40 am- 
pere-hours charge on a_ particular 
day, under the former operation and 
for the same conditions of running 
a charge of 180 ampere-hours had 
been used, 140 of which had been 
wasted and had served only to de- 
crease the life of the battery through 
the softening of the plates. 

To cite another instance: A wo- 
man owning a runabout had taken 
this machine to a number of dif- 
ferent garages for repairs, and in 
each case it had been brought back 
in worse condition than before. She 
was absolutely disgusted with the 
entire proposition, and we learned 
that she was negotiating for a gaso- 
lene runabout. Our superintendent 
saw this woman personally, and she 
stated that if the runabout could be 
made to run fifteen miles satisfac- 
torily on one charge she would be 
very glad to pay any reasonable 
amount for the repairs, but that if 
he found that he could not do this 
she would be glad to make him a 
present of the vehicle to get it out 
of her sight. A careful inspection 
of the outfit showed that the con- 
troller had shifted in such a manner 
that whenever it was used the bat- 
tery was practically short-circuited, 


also the battery was found to be 
badly sulphated. The vehicle was 
brought to our shop, the controller 
repaired, and the battery re-formed. 
Our superintendent then took the 
owner for a drive of twenty-five 
miles, and she was so pleased with 
the operation of the vehicle that she 
requested the privilege of sending 
all of her friends who owned elec- 
trics to our repair shop. 

The writer does not wish to give 
the impression that it is the general 
practice of our garages and repair 
shops in Rochester to do poor work. 
We have in our city, I believe, as 
good men doing this work as in any 
city of corresponding size, but the 
trouble is that the repair shop is not 
sufficiently interested in the success- 
ful continuous operation of the elec- 
tric vehicle, looking only to the im- 
mediate returns for the individual 
repairs. 

It is this careful attention to mi- 
nute details that makes the success 
of the electric vehicle possible, and 
if these details are followed up there 
is no competitor to the electric 
vehicle in its own proper field. 

My advice to the central station 
manager would be that he take the 
electric vehicle situation seriously 
and give it the same attention he has 
given the sale of electric power, out- 
line and display lighting, and heat- 
ing appliances. If he does so he 
will find the electric vehicle a better 
medium for the sale of his product 
than any that has previously been 
brought to his attention. 
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PRACTICAL ILLUMINATING ENGINEERING IN CONNECTION 
WITH A COMMERCIAL DEPARTMENT 


G. A. SAWIN 


HE operating man has not 

hesitated to discard old meth- 

ods and apparatus for im- 

proved ones. He has freely 
spent money on his plant. He-has 
even in many cases furnished free 
renewals of incandescent lamps in 
order that lamps of poor quality 
may not be used on his circuits. 
But after his prime object is accom- 
plished, after spending his money, 
thought and energy to place his 
product where it can be used, he 
drops it entirely, 
saying in effect, 
“Here it is, do as 
you please with it.” 

I think there is no 
case parallel with 
this in other manu- 
factured articles. 
The manufacturer of 
electrical apparatus, 
for example, will 
specify the condi- 
tions of installation 
and operation, he 
will follow these fea- 
tures carefully, his 
object being to avoid 
anything that might 
prove detrimental 
to his machine, 
and by these meth- 
ods he does much toward elimin- 
ating complaints. Why should not 
the manufacturer of electricity do 
likewise, specifying how the lamps 
should be used and where; and 
would not this practice tend to 
eliminate complaints? 

After the manufacturer of an elec- 
trical machine receives a complaint, 
he will examine it in all details, pay- 
ing special attention to location and 
capacity. After the manufacturer 
of electricity receives a complaint 
on poor lighting, he will send a man 


G. A. Sawin 

Meter and Illuminating Engineer in 

Public Service Corporation of New Jersey 
Newark, N. J. 


to test the voltage, and if this is cor- 
rect he will do nothing further. The 
trouble may be entirely with the lo- 
cation of the lights or with the capa- 
city or quantity of light, and the 
trouble not being corrected will 
leave a dissatisfied customer. 

The progressive commercial man 
is spending money for solicitors, 
newspaper advertising, signs, and 
the like, to show his product. He 
virtually says to the customer, “Use 
electricity ; we don’t care how, only 
use it and pay your 
bills.” The sales- 
man of practically 
any other article is 
full of suggestions 
as to how and where 
to use his product to 
get the best results; 
in fact, a salesman 
without this infor- 
mation would sell 
few goods. Would 
not the salesman of 
electricity be assist- 
ed in selling his ar- 
ticle by telling how 
and where to use it? 
The feature lacking 
the method of 
both the operating 
and the commer- 
cial man is illuminating engineer- 
ing. 

Many places where the illuminat- 
ing engineer can be of assistance 
readily suggest themselves: He can 
consult with customers complain- 
ing about their light and supply the 
remedy; he can often save con- 
sumers who think their electricity is 
too costly; he can prove to non- 
users that the cost of electricity is 
within their means; he can consult 
with new customers on _ locating 
light, thus preventing future dissat- 
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isfaction; he can assist in obtaining 
new business by showing where 
electricity can be used advantage- 
ously, perhaps in place of other illu- 
minants. It is not uncommon to 
hear the statement, “I do not use 
electricity, it hurts my eyes.” The 
trouble here is not with the light it- 
self, but with the location of the 
light. Now that the tungsten lamp 
is being used extensively, its higher 
intrinsic brilliancy makes the ques- 
tion of location of lights still more 
important. It is not inconceivable 
that a customer may on the score of 
injured eyes cease using electricity; 
in this case the illuminating en- 
gineer would be of assistance in so 
placing the lamps that a customer's 
eyes were not affected. Is not this 
feature of light injuring the eyes 
actually hindering the increase of 
business, and could not the people 
be converted by having the light 
properly placed? Here is another 
field for the illuminating engineer, 
where a company could use him to 
advantage. In short, the illuminating 
engineer supplies the one missing 
link between the central station and 
the consumer, rounding all into a 
perfect whole. 

The company should advertise 
the illuminating department exten- 
sively through newspapers, electric 
signs, pamphlets, on the back of 
bills, and the like. In its advertis- 
ing, the company should state that 
the department is at the service of 
all, without charge. Besides the 
cases which come to the notice of 
the department through advertising, 
the complaint or information de- 
partment should notify the illumin- 
ating department where customers 
complain of high bills, poor lighting, 
and the like. The knowledge that 
the company maintains such a de- 
partment would be of great assist- 
ance to the agent in settling com- 
plaints. Care should be exercised 
to bring to the attention of every 
new customer the fact that the com- 


pany maintains an illuminating de- 
partment and is willing to advise 
him before he is connected to the 
lines. New buildings being erected 
will of course be known to the com- 
mercial department, and they should 
make it a point to confer with the 
owner and architect to see if the il- 
luminating department can not be 
of service to him. In short, all 
branches of the commercial depart- 
ment should have the illuminating 
department in mind at all times, and 
the organization should be such that 
notice of advice wanted on illumina- 
tion automatically reaches the de- 
partment from all angles. 

The illuminating engineer should 
be equipped with all available maga- 
zines and technical papers, cata- 
logues of fixtures, shades, and the 
like, and should keep strictly up to 
date on all points. He should have 
one or more portable photometers, 
and should compare calculated re- 
sults with measured results with 
great detail. 

At the end of each month every 
inspector should report the result of 
his follow-up system, stating 
whether the customers were satis- 
fied or not and objections raised. 
The department should make every 
possible effort to satisfy the custom- 
er, this being the principle object 
of the illuminating department. 

In conclusion we would say that 
the object of the iluminating depart- 
ment is, briefly, to assist the com- 
pany to sell its product, to hold its 
present consumers, to eliminate 
complaints and to establish friendly 
relations with consumers. The de- 
partment, if properly operated, will 
do excellent work in these direc- 
tions. The company should bear in 
mind that if it does not establish 
such a department or if it does not 
operate such a department in the 
interests of the consumers, before 
long some independent illumininat- 
ing engineer will find that district 
a good field for work. This will 
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doubly react against the company, 
since new customers obtained by 
independent means would either be 
neutral or dissatisfied in paying for 


a service which other companies 
furnished free, and the company 
would get no credit for help given 
present consumers. 


PRIVATE POLICY 


PAuL LUPKE 


UCH ample stress is now being 
ing laid upon the necessity for 
establishing and maintaining 

a correct public policy that it would 
seem to be superfluous to dilate 
upon it here, but a little serious 
thought must readily convince us 
that the most elaborate public-policy 
structure will in the end prove a 
mere castle in the air unless it rests 
solidly upon the rock bottom of an 
unassailable private policy—that is, 
on prudence and wisdom in the 
management of the private affairs 
of our interests. 

To carry on our busi- 
ness we must provide 
a plant and hire men 
to operate it, and the 
sum and substance of 
our private policy 
should be to provide 
the right plant and the 
right men. Assuming 
that we have provided 
the best plant warrant- 
ed by the conditions, it 
is next in order to 
maintain an operating 
force that will do it 
justice, for without 
that all our efforts will 
be set at naught. Theoretically, 
there are two ways of making a 
station fool-proof; one is to make 
all its apparatus proof against fools, 
and the other is the elimination of 
the fools. Yet we must hire men as 
they are, and the only way of hav- 
ing things as they ought to be is to 
do our level best to get them there. 
The efficiency of an organization de- 
pends upon the degree in which its 
individual members, down to the 


Paul Lupke 


last man, recognize and live up to 
the mutual obligations their respec- 
tive positions impose upon them. 
Evidently, the first thing to be 
done, then, is to make all under- 
stand what these obligations are. 
This can not be accomplished in a 
day by merely passing around the 
word, nor by laying down inani- 
mate rules; it is a matter of educa- 
tion and therefore, without doubt, 
a slow and tedious process; indeed, 
altogether too slow a process unless 
the utmost caution is exercised in 
securing proper materi- 
al to work upon. 

If you have succeed- 
ed in securing ambi- 
tious, tractable men 
the accomplishment of 
the desired end is 
largely a matter of 
good example, oppor- 
tunity for improve- 
ment and free inter- 
change of ideas, and 
the things that stand in 
its way are _ indiffer- 
ence and_ injudicious 
treatment. 

If Darwin’s theory is 
correct, a well-develop- 
ed sense of imitation should be ours 
by right of inheritance, and it is. 
However, the example you set must 
not be superficial or spasmodic, but 
a sustained, quietly enthusiastic de- 
votion to duty for its own sake. 
Only that kind of example will pen- 
etrate below the skin. Thus, for 
instance, the example of honesty 
practiced for the sole reason that it 
is the best policy (second-grade 
definition) has far too much mer- 
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cenary flavor to be effective. The 
load factor of your teaching of this 
class should be as near 100 per cent 
as possible. The effects of frantic 
revival peaks are not lasting; too 
many reconversions will be found 
necesary. All power is a_ push 
from behind, but to secure continu- 
ous acceleration there must be no let 
up to the push. To persist requires 
courage, that dogged courage that 
does not relax though progress 
seems imperceptible. It may also 
at times require a certain self-ef- 
facement, a sacrificing of oneself to 
the cause, but practically nothing 
intrinsically worth while can be 
done without that. 

Now I hear the objection, as 
plain as if some one said it out loud: 
“What’s the use? As soon as we 
have trained a man so that he is 
good for anything, he quits,’ Well, 
some do; but pray what good is a 
man to you, anyhow, who can not 
get a job anywhere else? It is just 
this short-sighted narrow-minded- 
ness, this blind egotism, that works 
the mischief. When you force a 
man into a narrow path that in the 
end brings him face to face with a 
stone wall, would you expect him 
to bubble over with enthusiasm for 
his work? If you deprive a man of 
his chance for promotion he will 
either lose his ambition, degenerate 
into an automaton, or quit. I have 
no patience with mushy sentimen- 
tality, nor much sympathy-for wel- 
fare work by the inquisition meth- 
od, but it is time to break away 
from the practice that tends to 
make our man with the coal shovel 
a thing akin to the Muiullet-Mark- 
ham man with the hoe. Intelligent 
boiler firing really is a college man’s 
job; the only trouble is that the 
college spoils a man for the job. I 
know only too well that all men are 
not amenable to progressive in- 
fluences, but if you have that kind 
it’s your fault; you hired them. 

We have a queer leaning toward 


indiscretion in the distribution of 
praise and blame; exalting or con- 
demning without much rhyme or 
reason. Such unwarranted _ pro- 
ceeding must have a decidedly dis- 
integrating effect. The distribu- 
tion of praise or blame must be 
just, prompt and direct. In some 
cases the upper strata of a complex 
organization have the faculty of ab- 
sorbing praise to the last drop, 
while blame sinks through to the 
bottom, gathering momentum as it 
descends. ‘The lack of proper rec- 
ognition of small earnest efforts of 
every-day faithfulness to petty try- 
ing tasks will prove a severe handi- 
cap. Of course, the most effective 
recognition will always remain 
plain, hard cash. Nevertheless, no 
man is made of wood, and the right 
word at the proper moment should 
not be neglected. So should blame 
be pointedly placed where it be- 
longs. Carbon-copy kicks lack in- 
dividuality. They miss their ob- 
jective. The impression on the in- 
tended recipient is small, as he will 
generally manage to persuade him- 
self that it was mainly intended for 
the other fellow. Promiscuous 
what-the-hell talk will only create 
surliness or vacancies. There are 
indeed occasions, especially in our 
business— though happily they are 
becoming rarer—on which nothing 
seems to be so all-comprehensive as 
one good round swear word, but 
generally it will be found that the 
useful effect of super-strong lan- 
guage increases with about the 
square of its disuse. 

The whole problem of handling 
the employee might be pressed into 
one sentence—make a man of him 
and treat him like one. Then in 
times of stress and struggle your 
men will act like human _ beings 
rather than fettered units of an 
extraneous combination with a 
sprained reason, aided and abetted 
by an infractuous public opinion. 
And when you have your men with 
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you, handling a substantial physi- 
cal equipment, the fickleness of the 
times can be faced with serenity. 

Gentlemen, I am not blind to the 
fact that all I have said is old, for 
indeed if, at this late day, it were 
not old it could not be true. If 
here and there I have applied a dab 
of fresh paint I hope it may serve 
to attract attention to a matter that 
well deserves some serious thought. 
And having made a feeble and, I 
am afraid, a rather frivolous at- 
tempt to entertain you for a few 
minutes, may I ask your leave to add 
a few words in the plainest, soberest 
and most straightforward language 
at my command? 

You send your sons to college 
and send remittances after them for 
four long years, and while the boys 
cram their brains with useful 
knowledge that is supposed to last 
them a lifetime, they are having the 
time of their lives. However, be 
that as it may, when they finally 
depart they bear away with them a 
diploma, beautifully executed in 
pompous Latin, adorned with the 
hieroglyphics of a long string of 
professors’ names and _ decorated 
with the great seal of their alma 
mater. This diploma rightfully 
gives them an undisputed standing 
in their profession, and, provided the 
man can back up his parchment, it 
of neccessity counts for much. 

This Association, through its 
company branches and geographical 
section, has made great and success- 
ful efforts to enlist as Class B mem- 
bers a set of men heretofore not in 
direct touch with it. Yet, I venture 
to say that, notwithstanding this 
fact and even though, as President 
Elgin asserts, the very office boys 
are getting interested there are still 
thousands of our employees to 
whom the association remains an 
empty name, and there are still other 
thousands who have not even heard 
the name. The lower you go down, 
naturally, the larger the fee for mem- 


bership will loom up, and, while you 
and I know well enough that it 
brings with it opportunities worth 
many times its cost, | nevertheless 
assert it to be true that a tangible, 
real, material, easily understood and 
self-evident advantage would at once 
bring into the fold many men not 
now approachable. 

Let us suppose that the Associa- 
tion should establish a certain well- 
defined standard of trustworthiness 
and faithfulness to duty, combined 
with practical and theoretical knowl- 
edge for each and every class of men 
in the service of our companies; for 
firemen, engineers of various grades, 
switchboard men, metermen, line- 
men, lampmen, solicitors, foremen 
of departments, superintendents 
even—go as high as you like, but be 
sure to start from the bottom—and 
then, if a man has established his 
competency under this prescribed 
standard to the satisfaction of au- 
thorized representatives of this As- 
sociation, issue to him a certificate 
or diploma as a graduate National 
Electric Light Association fireman, 
engineer, or the like, whatever the 
case might be. I recognize that this 
is a radical move, but I do not be- 
lieve that such a plan is visionary; 
on the contrary, I believe that it is 
in line with the most progressive 
practical ideas thus far advanced 
for the rational education of em- 
ployees. 

In this Association you have an 
engine of vast capacity for good; 
you have under your control one of 
the best equipped of the universities 
of hard knocks. I further believe 
that, with the earnest co-operation of 
our Class A members, and with the 
aid of a well-organized system of 
company branches and geographical 
sections and the assistance of manu- 
facturers and institutions of learn- 
ing—which no doubt would be forth- 
coming—a working scheme could be 
arrived at that would not only en- 
able our employees to make them- 
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selves worthy of, and to acquire the 
requisite knowledge to merit, the 
diploma, but would also so safe- 
guard the integrity and intrinsic 
worth of these diplomas as to make 
them of undisputed and recognized 
value to their possessors. Further- 
more, as the move would be national 
in scope, it could not help but be of 
material benefit to us all, by grad- 
ually creating a body of employees 
of superior intelligence and loyalty. 

Not only that, but I am sure that a 
sincere and rationally conservative 


HE application of electricity 
for heating and similar uses in 
the home may be divided into 

two general classes: 

(a) Conveniences 

(b) Necessities. 

Under the heading (a) are grouped 
portable water heaters, curling 
tongs, coffee percolators, bread 
toasters, heating pads, cigar lighters, 
fans, sewing-machine motors, sweep- 
ers, air heaters, and the like. 

Heading (b) includes cooking out- 
fits and laundry utensils, such as flat- 
irons and washing machines. As 
other articles are placed on the mar- 
ket they will group themselves un- 
der one or the other of these head- 
ings. 

Under the classifications, cooking 
by electricity offers the chief source 
of revenue. Its demand is constant, 
unfailing, day after day and year 
after year. Yet scarcely any sys- 
tematic effort has been made to de- 
velop this field. If the application 
of electricity for cooking had _ re- 
ceived as much study as its applica- 
tion to other domestic uses, electric- 
ity to-day would probably be com- 
peting with coal, oil and-gas for its 
share of the cooking business. 

There are a few devices for the 
kitchen that are in a reasonably per- 


ELECTRICITY FOR DOMESTIC PURPOSES 


MaTHIAS TuRNER, Editor 






effort in this direction would consid- 
erably raise our standing as public 
service corporations in our respec- 
tive communities and affect public 
opinion in our favor. 

I truly and honestly believe, there- 
fore, that the plan I have so roughly 
outlined is worthy of your considera- 
tion, and I confess it would give me 
great pleasure at some time during 
this convention to listen to a motion 
having for its purport the creation 
of a preliminary committee, let us 
say, on Private Policy. 


fected state and could be used in 
competition with gas or coal; but for 
all of the cooking we have not yet 
appliances capable of successfully 
competing on a large scale with coal 
or artificial gas, and least of all with 
natural gas. 

There are three very serious draw- 
backs in the apparatus: 

First—It lacks durability ; 

Second—It heats too slowly ; 

Third—It wastes too much cur- 
rent. 

If the manufacturers’ hopes are 
realized, the second of these defects 
will soon be eliminated. There are 
in reasonably successful use disc 
stoves consuming more than 50 
watts per square inch of heating sur- 
face. These stoves are now under- 
going life tests. Food may be pre- 
pared on them more quickly than is 
usual on coal or gas ranges; and in 
cheap utensils in common use, set 
loosely on the disc. Unquestion- 
ably, the heating element in most of 
the appliances for kitchen use should 
be in the form of a disc. If one 
should burn out, used either as a 
stove or as the heating element in an 
oven, steamer, or the like, the cook 
can quickly slip a spare disc in con- 
venient *bus-bars or other contact 
points, and proceed with her cook- 
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ing; whereas if a self-contained fry- 
ing pan or similar appliance burns 
out the frying or other operation is 
stopped for the day. 

The third defect — waste — has 
been partly overcome. A dry-steam 
cooker is available which can cook 
many food products simultaneously, 
and with a minimum amount of cur- 
rent. Also, new designs in ovens 
are nearing completion that may, 
taken in connection with the steam 
cooker, reduce the average current 
consumption for the entire family 
cooking considerably more than 50 
per cent as compared ‘to the current 
consumption of present cooking sets. 

Lack of durability—will soon dis- 
appear. A few kitchen outfits in- 
cluding in their design these im- 
proved methods of utilizing electric 
heat are on trial, and it is believed 
that they will prove low in first cost, 
economical in operation, and far sim- 
pler and more convenient for the 
cook’s use than any coal or gas range. 

Small beginnings are being made. 

In Cleveland, in addition to a large 
number of the electrical conven- 
iences there are in use more than 
forty complete electric cooking out- 
fits exclusively providing the meals 
for as many families. The average 
cost of cooking for each person per 
year at five cents per unit is $13.65. 

There are several reasons for be- 
lieving that the day of electrical 
household development is breaking: 

First—A large field of operation 
has been secured with the growth of 
residence lighting ; 

Second—Public interest has been 
keenly aroused ; 

Third—Great progress has been 
made during the last year in the 
manufacture of the electrical appli- 
ances. 

It is the central stations, chiefly, 
that can hasten the development, as 
they are the ones that will devote 
the time to learn the requirements 
these appliances have to meet in the 
homes of their customers. It is not 
a simple problem of sale. It is a 


question of creating a demand on 
the one hand and, on the other, of 
securing from the manufacturer ade- 
quate apparatus to meet that de- 
mand. Until the heating and cook- 
ing devices become standard and 
meet the requirements as to first 
cost, running expenses and cooking 
results, either the manufacturer must 
deal direct with the individual or the 
central station must undertake the 
work. With their well-organized 
outside solicitors, with their adver- 
tisements and demonstrations, the 
central station can sell this appara- 
tus and, in selling, educate the pub- 
lic rapidly up to an electrical era in 
the home. 

And the department store and 
other selling agencies should wel- 
come this development by the cen- 
tral stations, and, instead of hamper- 
ing, do all in their power to aid it; 
because, if electricity can be intro- 
duced into the average home to oper- 
ate electric-heating, cooking, and 
other devices, in a few years’ time 
the field will be very large, and the 
public will be so accustomed to the 
operation of electrical appliances 
that they will make their own pur- 
chases in the stores with the same 
intelligence as they now purchase 
other cooking devices and mechani- 
cal utensils for domestic use. 

But if any one is to do much with 
this heating business there must be a 
field of operation. A large resi- 
dence load is essential, as the instal- 
lation of heating and other electrical 
devices will follow, rather than lead, 
the introduction of electric light in 
homes. The size of this develop- 
ment will largely depend upon the 
number of houses connected to cir- 
cuits for light. 

With the attainment of a large 
number of residence customers for 
electric light, the field for other uses 
of electricity will have been secured, 
and the use of electric heating and 
similar appliances can be pushed as 
fast as the manufacturers provide 
suitable apparatus. 





The Story of a Successful Sign Campaign 


By J. B. Linpi, SIGN AND Power Expert 
Union E.ectric Co., Dusugue, Iowa 


HE first step taken in the city 
of Dubuque to popularize 
electric sign advertising was 

to enter into negotiation with the 
two daily papers for an advertising 
exchange proposition, by offering to 
erect an electric sign on the office 
of each. We agreed to furnish cur- 
rent for operating the signs at the 
regular sign rate, in exchange for 
advertising space in the papers at 
the regular rate. 
The cost of the 
sign was added to 
the cost of current 
for operating on a 
flat rate from dusk 
until 10 p. m., each 
night for one year, 
and the total divided 
into twelve install- 
ments, a bill being 
rendered and _ paid 
for by the papers 
each month. The 
papers in turn ren- 
der a bill for the ad- 
vertising each month, which is paid 
for by the company, thus putting 
the matter on a cash basis, and 
avoiding confusion in accounting. 
The signs were erected at night 
between Saturday and Sunday, and 
in the Sunday issues of the papers 
appeared the following advertisement: 


“Look at the New Electric Sign 


which we have erected for the 


Times-Journal.”’ 


J. E. Lindl 


Below this in small type, 


“Newspaper men know good advertising 
when they see it. If electric sign advertising 
is good for them it is good for you. 


““LET US,MAKE YOU AN ESTIMATE.” 


The same advertisement appeared 
in the other paper, the Telegraph- 
Herald with the only difference that 
the name of that paper was given. 
The advantage of having large 
electric signs on newspaper offices 
is at once apparent 

when one considers 

the powerful talking 
point it offers, and 
the fact that a paper 
which has $200 to 
$300 invested in a 
sign is not likely to 
actively support any 
towards 
adverse and restric- 
legislation or 


movement 


tive 
sign ordinances by 
the city council. Al- 
though the signs 
above referred to are 
the largest in the city and as such a 
fortification for the company against 
attacks by the papers, there is still 
greater advantage in the friendly 
feeling of the press toward the 
company on account of the increased 
advertising which comes to the pa- 
pers as a result of the company’s 
example in using big space. 

In addition to the newspaper ad- 
vertising, the circular 
500 business 


following 


letter was mailed to 
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houses so as to reach them in the 
Sunday mail. 


Dubuque, Iowa, Sept. 19th, 1908. 


W. L. Krein & Co., 
1838 Couler Ave., 
City. 
GENTLEMEN : 

You will certainly agree with us when we 
say that advertising is the life of trade. The 
very fact that such companies as Marshall 
Field, Swift Packing Co., and other equally 
successful merchants say that their adver- 
tising departments are the most important 
branch of the business should convince you. 
So many great commercial enterprises have 
been built up by advertising, and so many 
non-advertisers have failed that but one con- 
clusion can be reached, and that is—‘‘if you 
wish to succeed you must advertise.’’ 

We, in turn, agree with you when you say 
that every business cannot go into publicity 
on as extensive a scale as these firms, but 
every business can INVEST the same per- 
centage of its gross revenue in BUSINESS 
BRINGING PUBLICITY, and MusT do so if it 
wishes to keep on growing. 

Now let us consider the best medium for 
bringing a business before the public. The 
newspaper is the oldest and best known 
means, but within the last three years a new 
and more effective medium has been brought 
into prominence — The Electric SIGN, 
which has many advantages over other 
forms of advertising, chief of which is the 
low cost per prospective buyer reached. 
For instance a sign, costing say $12.00 per 
month, will be seen and read by thousands 
of people, where with $12.00 worth of any 
other kind of advertising you will hardly 
reach hundreds. Then, too, the Electric 
Sign brings your business before the people 
at a time when they are on the street, and 
are at leisure to consider your line and when 
they are there for the purpose of doing 
business. That is an ideal combination, is 
it not? 

The fact that we have closed a contract 
for a sign with the two daily papers should 
convince you of the value of electric adver- 
tising, and good advertising is good for any 
business. 

We have recently commenced building 
signs and find that we can build them for 


about one-third less than the sign companies 
charge which, since the holiday season is 
near at hand when you get the best results 
from your advertising, makes this the time 
to start burning your name and business 
into the minds of prospective buyers. Don’t 
fail to mail the enclosed postcard for further 


particulars. 
Yours very truly, 


Union Exectric Co. 
Per J. B. Linpt. 

Not knowing about the signs, as 
they had been erected at night, 
some of the merchants considered 
the letter a joke or an advertising 
dodge, but when they came up town 
the next evening and saw the two 
monster signs up against the sky- 
line, they found that the reference 
to the signs was true. On Monday 
morning there were five postal in- 
quiries on my desk, although I had 
been told that there would be no re- 
sults from the letter. Four more 
inquiries came in during the day, 
and out of the nine inquiries re- 

ceived, four signs were closed. 
The method employed in selling 
these as well as the test of the signs 
was to sell advertising, not signs, 
for nearly every merchant believes 
in advertising. For instance: when 
we received an inquiry from a pros- 
pect, we drew up a design, made an 
estimate on the cost of construction, 
and erection, added to this the cost 
per year of the current to operate 
same on a flat rate, divided the total 
by twelve, and made the merchant 
our proposition. If, for instance, 
the cost of the sign was $96, and it 
took 80-2cp. lamps to illuminate it, 
we would make up the following 
figures—a 2cp. lamp burning from 
dusk until 10 p. m., or 120 hours per 
month at 6c per kwh., figures $1.20 
per year, or $96 per year for the 80 














June, 1909 








Selling Electricity 291 





lamps; adding to this the cost of 
the sign as above, we have $192 
divided by 12, which gives $16 per 
month for the first year. 

We would then call on the mer- 
chant and draw his attention to the 
advertising value of an electric sign 
by showing him that with the sign 
he would reach everybody within 
three blocks of his store at a time 
when the people were at leisure to 
read his ad. We would further 
show him that with $16 worth of 
this kind of advertising he would 


started, as most of the merchants 
make a monthly charge to adver- 
tising, and if the total first cost of 
the sign was to be charged to adver- 
tising in one month it would leave 
the account for that month out of 
all proportion to the rest of the year. 

After these four signs had been 
erected we were ready to commence 
the campaign in earnest, and we 
sent out another circular letter 
drawing attention to the four most 
progressive and up-to-date mer- 
chants and the valuable advertising 





Dubuque, lowa, looking South on Main Street from Tenth Street 


reach almost the entire population 
of the city, at least once a week, 
where with $16 worth of newspaper 
advertising at 15c per inch, which is 
the rate in Dubuque, he would only 
have four inches of space. As it does 
not take a very keen insight into the 
advertising game to see how much 
chance a four-inch ad has of being seen 
and read, as compared with an electric 
sign, it is not a hard matter to close 
a deal for a sign provided the mer- 
chant is at all progressive. 
Dividing the first cost of the sign 
up into twelve payments helped us 
a great deal in getting the campaign 


they were getting out of their elec- 
tric signs. As no merchants wants 
to be called a back number this 
brought in another lot of inquiries, 
and from that time on we were able 
to close all the way from one to 
three signs per week. This brought 
us along towards winter, and about 
that time a movement was started 
in the papers to “Boost Dubuque.” 
We took advantage of this by em- 
bodying in our advertising the fact 
that nothing could be more of a 
boost to the city than to have the 
main street so well illuminated 
with electric signs that it, like 
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Broadway, could be called ‘“‘ The 
Great White Way.” This appealed 
to the civic pride of a number of 
the merchants, and brought them 
to a point where they were willing 
to put their signature on the dotted 
line. 

One of the best pulling ads of 
the entire campaign was run at this 
time and it read as follows: “Life 
and Light start with the same let- 
ter. Commercially they are synony- 
mous. There is always life in a 
well lighted city. Bea live one and 
boost Dubuque by advertising with 
an electric sign.” 

Diagonally opposite on the same 
page of the paper appeared the fol- 
lowing: “Dead and dark start with 
the same letter. In a commercial 
way they stand for the same thing. 
You never saw a lot of people walk- 
ing up and down the dark streets of 
a dead town looking at goods in 
a dark show-window. Don’t be a 
dead one, but boost Dubuque by 
advertising with an electric sign.” 

By this time twenty signs had 
been erected and one could see a 
constant increase in the crowds on 
Main Street in the evening. This 
was again fired at non-users of elec- 
tric signs in newspaper advertising 
and circular letters, with the result 
that every merchant in the city was 
willing to talk electric signs whereas 
six months ago it was almost impos- 
sible to get a hearing on the sub- 
ject. All this goes to show what a 
systematic advertising campaign can 
accomplish, and also that by per- 
sistently, consistently and enthus- 
iastically bombarding the public 
with arguments in favor of what we 
have to sell, even the most recalci- 


trant and stubborn prospect can be 
converted into a profitable customer. 
I say profitable customer, because 
in my mind there is no better busi- 
ness for the central station than an 
electric sign burning its full demand 
for four hours a day; for where can 
you find an installation, either induc- 
tive, or non-inductive, that will give 
you as good an income per killowatt 
connected per year, as an electric 
sign ? 

Up to the middle of February we 
had been building our own signs, 
as we could build them a little 
cheaper than other makes were sold 
here at the time, but after we had 
erected quite a number of them we 
found that having too many signs 
constructed on the same _ general 
plan, would in time wear off the 
novelty, and thus cause a falling off 
in the business. In order to avoid 
this we entered into an agreement 
with a manufacturer, whereby they 
agreed to sell signs to prospects at 
a discount of 33 1-3 per cent off their 
list. Our company in turn paid 
them for the signs at a 40 per cent 
discount, thus leaving the difference 
between the two discounts to cover 
freight, cartage, and the risk in- 
volved in carrying the accounts, and 
we then gave the customer the same 
plan of payment as we did with the 
signs made by ourselves. This put 
new life into the sign business, as 
the manufacturer sent a salesman 
here to canvass the city, with the 
result that in three weeks nineteen 
signs were sold, bringing in a reve- 
nue of over $1,300 per year. The 
advantage of having this agreement 
will at once be apparent when one 
considers that it means a free solici- 
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tor for the best kind of business a and we are not nearly through 
central station can get. yet. 


Since last October a total of forty 
signs have been erected aggregat- 
ing 3282 2-cp. lamps, not counting 
a number of transparencies with 
from 1 to 10 16-cp. lamps. Most 
of these signs are operated on a flat 
rate of 10c per lamp per month, and 
of those that are on a meter three 
burn all night, so it is safe to esti- 
mate the income of the metered 
signs at 10c per lamp, thus bringing 
the annual revenue up to $3,938.40, 


In closing I wish to emphasize 
that all we have done so far is the 
result of advertising, that most pow- 
erful of all stimulants, 
which has proven itself a producer 
of results in every branch of the 
Central Station New Business field. 
I am firmly convinced that if we 


business 


want to increase our revenue in any 
department—be it sign, power, or 
residence business—we must ad- 
vertise, ADVERTISE, AD-VER-TISE. 














Dubuque, lowa, Looking North on Main Street from Fourth Street 





A Dollar Idea 


By E. P. Kelly, Contract Agent 
Butte Electric & Power Co., Butte, Montana 





T often happens in pool and billiard parlors the cloth on the 

table is torn. Necessarily the cloth must be repaired or replaced 
by a new covering. Without exceptions, a special mending tissue 
is used and a hot iron is employed to make it adhere to the cloth. 
Since few such places have anything but steam heat, they are at a 
decided disadvantage in doing their repair work. 

If solicitors would call on this class of business and show the 
advantage of having an appliance which they can heat almost in- 
stantaneously and at a minimum expense, they will without excep- 
tion make a sale. Such has been our experience. 
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Indoor Electric Signs in a Minneapolts 
Department Store 


An Installation of Lamp-Letter Signs Which Burns Day and Night 


N a Minneapolis department signs have been installed from time to 
| store,’ writes Mr.R.W. Clarke time. The satisfactory results follow- 
of the Minneapolis General ing each installation always called for 
Electric Co., “‘ we 
have found a new 
application of the 
electric sign and 










opened up a new 
field for electric ad- 
vertising. 











oh@- 
Bei ve 


— 


more until the total 
sign installation has 
been brought up to 
2000 lamps, all of 
which are of the 2 
cp. frosted type. 
The accompany- 
ing illustrations are 
reproduced from 


Electric Signs Indicating Departments in a Minneapolis Store photographs taken 

in daylight and the 

“The Plymouth Clothing House signs were burning at the time. In 
indoor electric sign installation, as it this installation are seventeen signs, 
now stands, has been developed grad- each indicating the location of a de- 
ually; that is, groups of one or more partment, and all so placed as to be 
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visible as far as possible to persons 
entering the store. The modern de- 
partment store in its vastness is a 
good deal of a puzzle, and we find our 
objective point as a rule with the 
aid of a floor-walker and as a result 
of sundry questions. Departments 





may be indicated by ordinary painted 
signs, but they must be either large 
and unsightly or hard to read and 
therefore inefficient. Moreover, the 
suggestive power of electric signs is 
of the utmost sales value. 


A man who walks into a depart- 
ment store and asks a floor-walker 
where shoes are sold will not wait to 
be informed as to the location of the 
sixteen other departments in which 





he is not at the moment interested. 
It is very possible, however, that on 
his way to and from the shoe section, 
the appeal of the scattered electric 
signs may induce several other pur- 
chases, simply by reminding him of 
other wants. 

Unquestionably there is a large 
field in prospect for indoor electric 
signs. The trend of the times is to- 














Outdoor Signs, Plymouth Clothing House, Minneapolis 
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ward centralization and department 
stores and big markets are on the in- 
crease. The central station sign man 
can spend profitable hours in develop- 


ing this phase of the field for electric 
advertising. 

The Minneapolis installation is a 
forerunner and points the way. 





An Easter Window 


UST before Easter, The Dayton 
J Lighting Company installed an 
“electric hen’? and kept it 
stocked with “‘ ready - to - hatch”’ 








eggs.’ A live hen was provided 
to receive and entertain the new 
arrivals while the incubator did the 
work. 

The electric hen consists of an in- 


verted glass globe under which are 
metal shelves to hold the eggs, and 
two carbon lamps to supply the 
necessary heat. As the little chicks 





are hatched out and gain strength 
they are taken out and entrusted to a 
natural mother. The whole process 
is visible and makes a most interest- 
ing window display. 


























HE fact that anything which 
affects the 
company in any way affects 


operation of a 


the commercial men in it is too evi- 
dent to need assertion. State regu- 
lation has a very serious effect on 
all companies subject to regulation, 
though strictly commercial 


lems seem to be 


prob- 


avoided by all state 


State Regulation and Commerctalism 


By GLENN MARSTON 


man to increase his sales. If regu- 
lation fails in any respect, it tends 
to weaken public confidence, and to 
a greater or less degree, strains the 
relations between the company and 
prospective consumer. It makes no 


difference whether a company is a 





monopoly or not—a certain amount 


of business does or 


does not come to the 





The 


contend, 


commissions. 
commission 
and rightly, that busi- 
ness_ responsibility 
lies with the manag- 
ers of the companies, 
and that interference 
is justified only when 
this responsibility is 
flagrantly abused. 

It is generally con- 
ceded that the 
ers of a commission 





pow- 


should extend, under 
suitable safeguards, 


to the regulation of 


Glenn Marston 


rates, service, capital- 

ization, accounting and competition. 
Such regulation should be checked 
by an expeditious 


adequate and 


court review. Under these circum- 
stances regulation is an advantage 
to the consumer, to the investor, and 
of course to the commercial man. 
A commission which fails in any of 
these features is a worse hindrance 
than no commission at all. 

The burden the 
failure of adequate regulation falls 
upon the consumer. ‘This makes it 
more difficult for the 


greatest from 


commercial 








company, dependent 
upon its public rela- 
The 


commercial 


tions. work of 
the 


is effective in propor- 


man 


tion to public confi- 
dence—not in the in- 
dividual company — 
the public 


utility business as a 


but in 





whole. It is because 
state regulation in- 
spires public  confi- 
dence that it is most 
beneficial. 

The example 
of the effect 


of state regulation is that of the 


best 
adverse 


state of Vermont, as the best exam- 
regulation 
That there 


ple of effective comes 


from Wisconsin. are 
defects in the Wisconsin law cannot 
be denied, but the general effect of 
the law has been beneficial. First 
and foremost, it has convinced the 
public of the folly of competition. 
It has that a 


gives the public the same advan- 


shown commission 
tages in rates and services that could 


be secured through competition, 


while doing away with the enor- 
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mous waste of capital and increase 
in fixed charges due to duplication 
of equipment. It is self-evident that 
these increased charges have to be 
met where competition is permitted, 
and that they must be provided for 
in the rates. The Wisconsin Com- 
mission justifies its existence on this 
one ground. It assures the safety 
of an investor’s money, it assures 
him of a reasonable profit so long as 
the company treats the public right. 
It assures the commercial man’s 
prospect that he can buy current at 
a rate that is commensurate with its 
cost, and, by inference, at a cost low 
enough to warrant his purchasing it. 
From this standpoint the commis- 
sion is the electric salesman’s assis- 
tant. 

In Vermont conditions are differ- 
ent. A bill has been passed, over 
the opposition of the leading public 
service companies, which is the 
weakest excuse for regulation ever 
allowed to slip through a gullible 
legislature. The backers of the bill 
are said to be the independent tele- 
phone interests and a few others 
who do not care to have their busi- 
ness subject to legal restraint. 
Aside from the omission of a provis- 
ion for uniform accounting, an end 
to which the National Electric Light 
Association has worked for vears, 
the worst feature of the Vermont 
bill is the section 





aptly numbered 
—which reads as follows: Sec. 23. 
Nothing in this act or previous stat- 
utes shall be considered as giving 
the public service commission power 
to prevent or restrict competition or 
limit the number of persons or com- 
panies who may engage in the busi- 


ness of furnishing light, heat, power, 
or any other business subject to 
supervision under this act in any 
town. 

It is difficult to understand how 
intelligent men could permit them- 
selves to be induced to consent to 
such a clause. The failure of com- 
petition to prevent real or imaginary 
evils in public utilities has been 
demonstrated time and again, and 
the principal effort of recent legisla- 
tion has been to provide an adequate 
substitute. This has been the basic 
purpose of commissions. Vermont 
wishes to be in style, so a com- 
mission is created 





along lines of 
reasoning similar to those of the 
colored gentleman who says “Mr. 
Johnsing” because his employer 
says “going”. He reasons that if 
“goin’” is wrong “Johnson” must 
also be wrong. Vermont assumes that 
if other states have suffered through 
the lack of a commission, she will 





not—and creates one. Whether the 
commission is useful, or acting 
along proper lines is a secondary 
consideration. 

An interesting side-light on the 
reason why the Vermont commis- 
sion was not given power to regu- 
late competition was thrown by 
State Senator Corry in a meeting in 
Montpelier shortly after the bill was 
passed. He boasted of the ineffec- 
tiveness of the bill. His remarks can 
be more readily interpreted when it 
is understood that he was, at the 
time of the bill’s consideration, in 
the midst of the construction of a 
competitive lighting plant in Mont- 
pelier. “That’s why we passed it,” 
he said, when the character of the 
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bill was mentioned. “If it had 
amounted to anything we wouldn't 
‘a’ let it go through. We want com- 
petition here, and we aren’t goin’ to 
let any public utilities commission 
run our business!” 

The effect of this bill is serious to 
the customer, because it prevents 
expenditures on the part of com- 
panies in contemplation of future re- 
quirements. It is certain to restrict 
the development of properties, and 
therefore will restrict their useful- 
ness to the public. It is idle to sup- 
pose that a company will make a 
large investment to serve a new ter- 
ritory, or to better serve an old one, 
when its efforts may be set at 
naught by the entrance of competi- 
tion which is as likely to be of the 
hold-up variety as honest. 

Such restriction of development is 
a direct handicap to the commercial 

It prevents a broadening of 
field 


ability. 


man. 
with his 
It restricts his activity to 
fields where consumers can be taken 


his commensurate 


on without investment expense to 
his company. While it prevents ex- 
tensions to serve people who want 
service, it prevents his covering that 
new territory for people who may be 
induced to take service. 


The community at large suffers 


from inactivity on the part of the 
electric company, because electric- 
ity, as one of the great sources of 
industrial power, has a _ decided 
effect on the location of new indus- 
tries ina city. The introduction of 
competition does not secure perma- 
nently reduced rates, and the manu- 
facturer contemplating a new loca- 
tion knows this. He will not choose 
a city where power rates must ulti- 
mately go up—where he must pay, 
in his rates, unnecessary charges as 
well as for the losses due to compe- 
tition from which he did not benefit. 
He will choose the city where he is 
assured of steady rates, based on 
the cost of production, subject to 
reasonable and adequate regulation. 

State regulation, to be of value to 
the commercial mist 
the 
protect the public and the company 
alike. 


man, be of 


value to consumer. It must 
It must be efficient and cover 
all phases of the business, from the 
granting of franchises and permits 


If it fails 


in any one of these particulars, if it 


to the form of accounting. 


does not fully protect both the com- 
panies and their customers, it is 
worse than useless, for it imposes 
false economic conditions that must 
inevitably be detrimental to the in- 
terests of the whole commonwealth. 











Richt Thinking — Right Results 


Morcan J. Lewis, New Business DEPARTMENT 
Easton Gas & Ecectric Co., Easton, Pa. 


HE most wonderful and 
powerful thing extant in the 
world today is mind. It not 

alone conceives — it has the power 

to complete in tangible form the 
creative suggestion. It is the po- 
tential factor in all man’s efforts 
to advance, excel and succeed, no 


chandize is undemonstrated service. 
Therefore we find it pertinent to 
prescribe this mind building formu- 
la for new beginners and also for 
those who have not as yet achieved 
real success as salesmen. 

This treatment will produce in any 
man a 100 per cent salesman, for in 
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Enthusiasm, . . . . 10% 
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Mix with equal parts of wisdom—the 


each quality—and apply with courage. 


matter in what work he may engage. 

There is no study that requires 
‘mind power” so constantly and es- 
sentially as salesmanship. There is 
no phase of salesmanship that is so 
exacting of this mental strength as the 
truly successful selling of the cen- 
tral station product, where the mer- 


Promptness,. . . . 10% 
Alertness... 2°. . «QZ 

. Honesty, . Si ag 
O.. PARORIEE a oe 
10. Knowledge, . 10% 


tact that knows when and how to employ 


these you find Mind-Power and 
Success. 

(In order that the reader may be 
fully impressed as to the merits of 
this Mentalizer, we would advise him 
to consult a first class dictionary 
as to the specific meanings of the 


various ingredients.) 








A Dollar Idea 


By H. A. Schmidlapp, Con. Agt. 
Butte Electric & Power Company, Butte, Montana 


E sell electric irons to the proprietors of boarding houses, hotels, 
and rooming houses, and suggest that they rent them to their 
customers for twice the actual amount of the consumption per hour. 
In every boarding house there are single men who press their 
own trousers rather than pay the tailor’s price. 
iron at such a rate would be insignificant, but it would be a great 
convenience to the boarders and save the proprietor the annoy- 
ance of heating and loaning the old style flatirons. 


The cost of the 











°° Tactful Relations With Customers’’ 


I. GETTING 


NEW ONES 


By HERBERT ALDEN SEYMOUR 


[This is the first of a series of stories,—satires on that species of commercial 


hypocrisy which masquerades as tact. 


They must not be construed as cynical 


reflections on the intelligence of the average central station ‘‘domestic prospect”’ 


and therefore in poor taste. 


Mr. Seymour knows the new business man’s job 


from both sides and aims his shafts at those overwise ‘‘ diplomats’? who lose 
through over-confidence and undervalues.—EDITOR.] 


N old solicitor was posting a 
i. oe one, a new member of 

the contract department :— 
“Never forget, my son,” said he, 
“that in the residence districts tact 
is essential to the signing of many 
contracts.” 

“You bet!” replied the neophyte 
with conviction. 

The older man sighed. “It takes 
time to cultivate the kind of 
tact I mean,” said he. “Of 
course you are already measurably 
successful, because nowadays peo- 
ple hunt you up after you have re- 
tired for the night, begging for con- 
tracts to sign, whereas when I en- 
tered the game the average flat 
dweller was so shy of electricity 
that we had to approach behind 
cover from the windward, and hunt 
in pairs occasionally. Those were 
the days when solicitors were chos- 
en for their prepossessing person- 
ality and their distinguished 
portment.” 

“What does that mean?” 
the youngster. 

Ignoring the question his mentor 
continued: “As an illustration of 
the tactful method of going after a 
contract in a flat building, let us 
suppose that you have rung the bell 


de- 


asked 


from the vestibule and are waiting 
at the speaking tube.” 

“Yes,” exclaimed the other, “and 
then some fool hired girl comes and 
blows down the tube with all her 
might, and you got an ear-full. I 
know. I listen from the other side 
of the vestibule now.” 








The old war horse smiled. “You 
are a bright youth, and learning 
rapidly,” said he. “But to continue, 
suppose that you give the intelli- 
gent hired girl, who has, as you 
say misapplied the pneumatic clean- 
ing idea, a soft answer, and are 
permitted to invade the unenlight- 
ened home. The mistress 
you, in the front room— 

“In a dressing sack with no but- 
tons, you mean,’ interrupted the 
youth. 

“With 


greets 


no buttons?” echoed the 


other, “Why, dressing sacks never 
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have buttons. Never. They are 
are always clutched, spasmodically. 
—‘In the front room’ I said—Here 
you have your opportunity to make 
your errand plead its own cause 
from the start, for if thereisa4 x 8 
alcove off this room your first 
move, after stating that you repre- 
sent the company, is to refer grandi- 
loquently to the aforesaid alcove as 
the ‘music room’. Of course that’s 
where the piano is, unless it’s fitted 
up as an ‘oriental corner’. But if 
the piano is there you make a hit 
with that ‘music room’ euphemism 
at once. Do you get the idea? 
“Then, having mentioned the un- 
paralleled advantages of electric 
light in a music room, with a piano 
lamp, and so on; or the inimitable 
effect an incandescent in a brass 
can full of holes as a purveyor of 
Oriental atmosphere, if it is a cor- 
ner with this tenant; you delicately 
lead the way and the conversation 
toward another room where you see 
a small bookcase in one corner, with 
several books in it, and a last 
night’s paper in a chair. Now, if 
you have real tact, and the first 
glimmerings of genius as a sales- 
man of electric light you seize the 
opportunity to call this the ‘library’. 
If you have worked the ‘music 
room’ suggestion right, and can ap- 
ply ‘library’ to some other room in 
the flat, you may now get your 
stylographic ready to fill in the 
name and the number of sockets. 
“Whatever you do don’t speak 
loudly inthis sanctum of culture. 
The springhalt muse of rag-time 
and barn dance rhythms is not easi- 
ly offended, but in the habitat of 
‘Ouida’, of ‘Laura Lean Jibby’, of 


the ‘Pink Book’ and the ‘Evening 
Gasp’, all should be hushed in rev- 
erent awe. So here speak softly 
and carry a fountain pen. If you 
see in this room a daguerreotype 
of the lady’s paternal ancestor tak- 
en through his whiskers, identify it 
immediately as Charles Dickens. 
Don’t hestitate. If, on the other 
hand, the gentleman has a fierce 
mustache, with the accent on the 
‘mus’. and unquestionably followed 
the wild free life of a cow puncher, 
recognize Mark Twain—instantly. 
It’s good for a flatiron. Incident- 
ally, of course, mention a reading- 
lamp, with ‘art-glass shade’ and a 
‘Verde antique base’ and a chain- 
pull socket. This is rough on the 
absent husband, who will have to 
pay for one before long, but it is 
unavoidable. Of course, when they 
get it they will stick it on a little 
table as close to the window in the 
front room as they can, instead of 
putting it inthe ‘library.’ But this is, 
after all, a harmless vanity and 
means income, as it will always be 
lighted so that strangers in the 
street can see it. Then, too, the 
‘pink book’ and ‘gasp’ can be moved 
in there if necessary. 

“The dining room is a cinch. Ail 
you have to do there is to laughing- 
ly mention chafing dish parties 
welsh rarebits, percolated coffee, and 
toast made on the table, and show 
how easy it is to attach the various 
electric utensils to the fixture. The 
lady may never buy a single one of 
them but she instantly thinks she will, 
particularly if you can say that the 
prices of some of them have recent- 
ly been reduced, and she hangs upon 
your lightly spoken word from now 
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on with bated breath. Remember 
that ‘hostess’, ‘presiding’, ‘house- 
guest’, and similar words that re- 
cur frequently in the society col- 
umns of the newspapers are to 
be brought into the conversation at 
all hazards. ‘House-guest’ is_par- 
ticularly effective in flats. You 
should memorize a list of these, as 
they flutter the hearts of all mem- 
bers of the gentler sex. 

“You do not need to consider the 
bedrooms, but should you see one 
of these without a bed in it, that 
is your cue to exclaim ‘sewing 
room’ admiringly, and descant upon 
the immeasurable relief and conve- 
nience afforded by a sewing ma- 
chine motor-drive; and don’t forget 
the 3-lb. or 4-lb. sewing-room iron— 
attaches to any socket: so handy for 
the seamstress or dressmaker. Do 
you get that—dressmaker? Well, 
hang on to it. I have known that 
little word to be good for 20 sockets. 

“When you come to the kitchen 
it may or may not be tactful to 
uige the use of an electric flatiron. 
For instance, it is a mistake to do 
so if the mistress of the house is 
some pouting beauty who divides 
her time between her mirror and 
powder puff and the retail shopping 
district, and maintains a _ servant. 
In that case let the hired girl and 
the free trial take care of the elec- 
tric flatiron later on, when, if they 
care to keep the girl they'll keep 
the iron. Talk an electric curling 
iron instead. But if the mistress 
is a thrifty, and strong armed per- 
son, and one who does much work 
herself, paint the horrors of iron- 
ing with the old kind of torture im- 
plement in fiery language, and start 


the perspiration. Draw the con- 
trast, of course. 

“And, by the way, forget those 
plebeian terms ‘hired girl’ and 
‘kitchen mechanic’. Never use them, 
even in joking way. When a solic- 
itor for electric light is talking to 
the mistres of a six-room flat, par- 
ticularly if she is a Mrs. Newlywed, 
the only permissible terms for the 
servant are ‘maid’, or ‘cook’, unless 
you see her at work in a bedroom 
or elsewhere in the front of the 
apartment, when you might possi- 
bly refer to her as ‘the second girl’. 
Sut this should be done judiciously 
and never when talking to a strong 
minded woman. 





‘If you see unmistakable evidences 
of there being children in the family 
you can locate a ‘nursery’ some- 
where, even if you have to find it 
on the back porch. Under these cir- 
cumstances the baby milk warmer 
is a safe play, especially good if 
the children are 10 to 14 years old 
and not present. Don’t laugh at 
that as if I were joking. I mean 
it. And if there is a dear old grand- 
mother your remarks on the value 
of a heating pad will be doubly 
efficacious, particularly if she is 
present. 
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“In general, you will find that 
delicately flattering suggestion and 
2 complimentary attitude through- 
out will make a customer more 
surely pleased, and more thorough- 
ly satisfied ever after, than any- 
thing else. Don’t talk electric light 
as being cheap but as being good, 
and therefore necessarily a matter 
of course in such an excellent estab- 
lishment.” 


“I'd like to see you doing all this 
in some of the flats in my district,” 
said the younger man. “ You'd get 
it where the chicken lost his voice.” 

“You have much to learn,” re- 
plied the other. “Get the idea, that’s 
all. Tact, in our business, is every- 
thing. I may have exaggerated in 
one or two particulars, but, as the 
German comedian said, ‘many a 
truth is spoken from the chest.’ ” 





tion of each subscriber. 





A Dollar Idea 


By G. G. Wilder, New Business Department 
Tri-State Light & Power Company, Galena, III. 


W* recently opened up a commercial lighting system in this 

city and in order to stimulate interest among the people and 
add consumers to our lines, we hit upon a rather unique scheme, 
the results from which so far have been more than gratifying. 

We placed in one of our show windows a large map of the 
city mounted on a wooden frame, and having a number of incan- 
descent lamps arranged behind. it so that any hole in the map shows 
up as a brilliant bright spot. Whenever we have signed up a new 
consumer he is located on the map by a new hole. Above the map 
we have outlined the words “Galena’s Bright Spots, Watch them 
Grow.” When the lights are turned on at night each spot shows 
up brilliantly on a dark background, showing distinctly the loca- 


This little device has created a great deal of interest and 


keeps a crowd around the windows in the evenings. 























Toledo Street Lighting 


By T. D. BuUCKWELL, ConTRACT AGENT 


Tue ToLepo Raitways & Licut Co., ToLepo, Ouro 


RACTICALLY all the street 
lighting in the city of Toledo, 
Ohio, is now done with the 
luminous magnetite arc, there being 
about seventeen hundred of these 
lamps installed. In the residence 
and outlying districts of the city, 
the lamps are spaced approximately 
600 feet apart, suspended over the 
street at a height of about 25 feet. 
On Summit Street, one of our 
main business thoroughfares, we 
have recently installed a system of 
decorative lamp-posts, each mount- 
ing two arcs, as shown in the illus- 
tration on this page. A petition was 
circulated among the _ property 
owners fronting on this street, ap- 
pealing for a better street illumina- 
tion. This petition was signed by 
them, submitted to the Council and 
carried; the property owner to pay 
85% of the cost of this special light- 





Magnetite Are System, Summit Street, Toledo, Ohio 


ing, which is assessed against him 
pro rata according to the front foot- 
age of his property. 

After the Summit Street lighting 
was installed the merchants on 
other streets wanted the same, and 
they immediately commenced to 
get out similar petitions. We now 
have three other streets with the 
same kind of lighting and two more 
streets in legislation. 

The lamp-posts on Summit Street 
are placed about 80 feet apart with 
two magnetite arcs to a pole. There 
are 158 lamps in all, the system ex- 
tending for a distance of about 
seven blocks. On account of the 
shades or reflectors used with the 
magnetite lamp, the light is thrown 
on the street and sidewalks, and 
does not hurt our field for electric 
signs. The stores seem to be light- 
ed to just above the first story, and 
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with the electric signs placed above 
the first story, they are very attractive. 

The other picture on this page is 
of our County Court House, situat- 
ed in the heart of the city, and il- 
luminated nightly with 98 arc 


lamps, two ona pole. This picture 
was taken from the sixteenth story 
of a building two blocks away. 
This contract is written with the 
County Commissioners at our regu- 
lar street lighting rates. 





County Court House, Toledo, Ohio. Magnetite Arc Illumination 





window lighting business. 





A Dollar Idea 


By John G. Learned, Contract Agent 
North Shore Electric_Company, Chicago, IIl. 


E have been making a very strenuous campaign for flat rate 
There are merchants, however, 
who do not appreciate the value of showing their goods when the 
store is closed, and in each case we offer to rent the space at a 
specific price per foot per month, depending upon the location of 
the store. In the windows we put a drop curtain on which is 
shown one of our ads, the windows to be lighted at our expense. 
The merchants readily appreciate the fact that if their window 
space is good for us to advertise in, it is equally as good for them, 
and the result is that we generally get the business. 
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People Who WANT the 


HOOVER ELECTRIC 
SUCTION SWEEPER 
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No. 1. The June Bride 


Each Mrs. Newlywed in your territory wants a 
Hoover Electric Suction Sweeper. It’s up to you to 





sell her—and get the increased current consumption 
which these machines use. 

The Hoover is an improved suction cleaner. It 
does more work and better work than the vacuum 
machines. It is light—can be easily carried upstairs or 
from room to room. It is low in cost. 

The market for these machines is enormous—by a 
little effort you can place them in over half the houses 
on your circuits. 


ep Oe 


Newly married people, especially, are quick to buy. 
Young women are progressive—they’re not hardened 
‘slaves of the broom.’’ A Hoover Sweeper that picks 





up scraps of paper, toothpicks, sewing threads; that 
doesn’t gag at burnt matches or a cigar butt which has 
fallen on the floor; that takes care of crumbs in the 
dining room and gathers up the mud tracked in by a 
careless caller—a sweeper that does all this comes near 
to solving the servant problem. 

Hoover Electric Suction Sweepers pay two profits—a profit on the machine and a profit 
on the current. You can have one or both of these profits—as you please. 





We want Central Stations to demonstrate and handle our Sweepers. 
We want Central Station solicitors to sell them on commission. 
We want department and hardware stores for agents. 


WRITE FOR OUR PROPOSITION. 


The Electric Suction Sweeper Co. 
NEW BERLIN, OHIO 
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The Clebeland Electric 
Illuminating Company 








Sales Department: Number 232 
Superior Abenue 


CLEVELAND, OHIO 








Distributors of Electric Current 





Light Heat Power 
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Doherty Operating Co. 


(Organized originally to enable the highest degree of 
applied operating ability in the gas and electric prop- 
erties controlled by Henry L. Doherty & Company) 


The Doherty Operating Company is an organization 
of practical and experienced Operators, a corps of 
Specialists and Experts 


Will undertake the management of other properties 
only upon a contingent basis of profit 


Correspondence Invited and Treated Confidentially 


Doherty Operating Company 


60 Wall Street, New York 
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The Third Annual 
New York Electrical Show 


will be held in the 
MADISON SQUARE GARDEN, NEW YORK 


October 11th to 21st inclusive 


HIS year’s show will have a large 

number of industrial exhibits, 
which will be of great interest to New 
Yorkers and also the many visitors 
that will be in town for the Hudson- 
Fulton Celebration. 

The price of space will include all 
decorations, which will be a great con- 
venience and saving to exhibitors. 

For space write to 


THE THIRD ANNUAL 
New YorK ELECTRICAL SHOW, Inc. 
124 West 42d Street, New York 
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NEW 
High Efficiency Reflectors 


FOR 


250 Watt Tungsten Lamps 








HE large Holophane “high efficiency’’ Reflectors for 250 watt 

tungsten lamps are ready for market. They are designated as 

I-13, E-13 and F-13, being respectvely the Intensive, Extensive 
and Focusing types, which will supercede the old B-6. 

Customers are requested to copy the following data on these Re- 
flectors into their price books or add it to Bulletin No. 25, which is 
devoted to the “high efficiency ”’ line: 


Standard Number Weight 


Designation | List Price Holder 


Quantity in Box Box 
I-13 $2.45 12 6 48 lbs. A 
E-13 2.45 12 6 51 Ibs. A 
F-13 2.45 12 6 45 lbs. A 
List Price of Form A Holder . . . . 30 cts. 
Standard Quantity Form A Holder . . . 100 


Standard Finish Form A Holder, Polished Brass. 


The same discount, packing, deliveries, etc., apply to these new 
Reflectors as upon the old B-6 Reflectors. 








HOLOPHANE COMPANY 


Sales Department 
NEWARK, OHIO 


New York Boston Chicago San Francisco 
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Federal Roof Signs 


Good Electric Signs are the 


' 


best form of advertising. 
Federal Signs are striking in 
appearance and substantially 
constructed. “Their Porcelain 


Enameled Steel Surface makes 





them readable a great distance 


away. 


Write for Display and Roof 
Sign Bulletin No. 207 


FEDERAL ELECTRIC COMPANY 


Lake and Desplaines Streets, Chicago 








Pump 
Pointers 


Let us tell you how and where to sell 
electricity for pumping. There’s profit 
in it if you go after it right. 





Remember, it is power load 
at lighting rates. 


“Sanitary” Pumps are low in first cost 
and economical in operation. They give 
continuous satisfaction, and require prac- 
tically no attention. ‘* Sanitary’? Pumps 
meet every requirement for domestic 
water supply, and all types can be elec- 
trically driven. Get our data and prices. 
They will help you close a contract 
some day. 


° 12 South Canal, Dayton, Ohio 
Sanitary Pump Co., a of Single and Duplex Double 


cting Pumps, Deep Well Heads, Rotary Pumps 
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You May “Turn Down” the 1900 Washer 
Simply Because it Consumes Little 
Current, but--- 


‘Take a broad-gaged view of the proposition as a whole and you'll find a good deal 
more than merely the current consumption to recommend it. Here are the facts—facts 
that you can’t dodge. 

1 The 1900 Washer educates your residence consumers to use motors in the home. 
Our washer is so simple, easy, convenient to use that the woman who has one is soon 


coming to you for other electrical devices. It is the opening wedge in every Home 
Electrical. 


2 Though the 1900 Washer consumes little current, it more than compensates 


for the use of high efficiency lamps in residences. Sooner or later you'll feel the effect 
of the 25-watt tungsten. Anticipate this peak load loss by selling 1900 Washers which 
consume current in the day time. 

3. The 1900 Washer is advertised everywhere and is sold on the basis of money- 
back-if-not-satisfied. No manufacturer of a current consuming household appliance 
has done as much as we to popularize electricity in the home. 

4 We have records of dozens of cases where an electric service was put in solely 
to run a 1900 Washer. 

5 Your profit on a single 1900 Washer will almost pay a week’s salary of one of your 
solicitors. 1900 Washers can be sold by your solicitors while they are making their 
regular calls. If each man sells o”/y one Washer a week, you are getting all the rest of 
his services for practically nothing. 


Those are the facts. Can you ignore them? Write for proposition No. 1. 


1900 WASHER COMPANY 


BINGHAMTON, NEW YORK 
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—\ BUY BUCKEYE 
Wadnerklednc | +UNGSTENS Now 


B-E-C-A-U-S-E 








Waener 
Single- Phase 
Motor 


in Elevator 
Service 

















Buckeye Tungstens are skillfully, carefully 
and honestly made. 











Buckeye Tungstens are long of life and 
constant in service. 








Buckeye Tungstens are carried in stock at 
all of branch offices and agencies. 


The Wagner Company 
was the Pioneer 








in the development of the commercially 





successful motor of the single-phase type. 
For many years it was practically the 
sole manufacturers of this type and is 
today the recognized leader in the 
single-phase field. 






BUCKEYE ELECTRIC CO. 
CLEVELAND, OHIO 











Central Stations need have no fear in adopt- 
ing single-phase distribution on account of 
possible elevator requirements. They can be 
taken care of in a manner entirely satisfactory 
as illustrated. 













Flashing and Steady Burning 


ELECTRIC 
DISPLAY SIGNS 


Are Our Specialty 


























Polyphase Generation with 
Single-Phase Distribution 


has become to be recognized as modern 





practice. An alternating current single- 
phase and polyphase motor specialists, 
we invite correspondence. Please ad- 


dress the nearest office. 





If you are after something original along 
these lines consult us. We assist Central 
Stations in selling Electric Signs. 






Atlanta, Empire Bldg. Montreal, Bell Telephone Bldg. 
Boston, 110 State St. New York, 50 Church St. 













Charlotte, N. C., Trust Bldg. Philadelphia, Real Estate Trust 

Chicago, Marquette Bldg. Bldg. H ll Si W k 

Cincinnati, Fist Nat’! Bank Bldg. Pittsburg, Lewis Block. a er ign or S (Inc. ) 
Cleveland, New England Bldg. Portland, McKay Bldg. 

Denver, 1621 17th St. St. Louis, 6400 Plymouth Ave. ‘ 

Kansas City, 815 East 12th St. San Francisco, Balboa Bldg. 319 South Clinton Street 


Los Angeles, 326 S. Los Angeles St. Seattle, Pacific Block 
Minneapolis, Security Bank Bldg. Sioux City, 515-517 5th St. 


CHICAGO 
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The A. & W. Electric Sign Co. 


Toronto CLEVELAND New York 


The Central Station: 
The Business Solicitor: 
The Merchant : 


Make it your business to get business and 
business will come. 


A. & W. 
ELECTRIC SIGNS 


Appeal to the real live ones because they are business 
getters for modern merchants and business boomers for 
modern stations. 


CH= 1 MO 3M ZZmw ii 


Many new and novel exclusive designed signs have 
recently been constructed which are only possible by the 
use of the new A. & W. flashing device. The accompany- 
ing cut of sign when in operation is a reproduction of a 
water fountain by electric bulbs. The bowl of fountain is 
produced by ruby lamps, the streams and drips by white 
lamps, and when in operation is a perfect reproduction of 
flowing water. Since January 1, 1909, five of these 
fountain signs have been installed, one in Cleveland, 
Rochester, Youngstown, Pittsburg and Erie. 


Many new moving attractions have been installed by 
the A. & W. Company recently, such as moving auto- 
mobiles, diving girls, waving flags, large steamboats in 
motion, sail ships on water, revolving balls, etc. 


Send for Special Designs and Catalogue. 


The A. & W. 
Electric Sign Co. 
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The Largest Electric Sign Works in the World 


CLEVELAND, OHIO 


TORONTO, ONT. NEW YORK CITY 
64-72 Farley Ave. 1370 Broadway 
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Engines, Boilers, Etc. 





FOR SALE at LOW FIGURES 


by the 


Brooklyn Edison Co. 


In good condition and each item is a bargain 
for any station using this type of equipment: 


1—600 H.P. Triple Expansion Ver- 
tical Engine, built by Lake Erie 
Engineering Works, 1892. 


1—600 H.P. William Vertical Triple 
Expansion Engine, built by 
Williams. Todd & Co., 1895. 


1—1000 H. P. Horizontal Tandem 
Compound Engine, built by Mc- 
Intosh & Seymour. 


1—1000 H.P. Worthington Conden- 
ser (one condenser without tubes), 
otherwise in as good condition as 
when new. Nickel Tubes. 


2—Campbell & Zell Water Tube 
Boilers. Each having a minimum 
rating of 350 H.P. under ordinary 
conditions. 


1—Worthington Double End Duplex 
Condenser Pump, 14 in. x 15 in. 
x 15 in. x 15 in. 


1—L. H. Four Valve Automatic Mc- 
Intosh & Seymour Tandem 
Compound Engine, size 20x30x36 


1—American Copper Coil Feed 
Water Heater. Rated 600 H.P. 


1—Worthington Duplex Steam 
Pump Plunger Pattern. 


1—Medal Stack. 54 in. diameter x 90 
feet long, one-half made from 1% in. 
material and the other half made out 
of 3-16 in. material. Stack is made 
in three lengths, with holes punched 
and fitted so that the sections can be 
readily riveted or bolted together. 


Also for sale, a quantity of Ballou-Hutchin 35 ampere Clock 
Switches and several hundred G. E. D. C. 4% ampere enclosed 


Arc Lamps. 


If interested, will be glad to have you inspect, or will 
send details and quote prices by mail on application. 


Write or call. 


Edison Electric Illuminating Co. 
of Brooklyn 


360 PEARL STREET 


BROOKLYN, N. Y. 
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Quality not Price 
the Best 
Argument 


If mere cheapness were the main con- 
sideration in lighting, there would be 
no electric light. ‘There are many 
illuminants cheaper than electricity, 
but none so good. Similarly there 
are many fixtures cheaper than 


Enos Tungsten 
Fixtures 


but none so harmonious in design, 
none so conscientiously made, none so 
carefully calculated to give exact illum- 
inating results. In addition to these 
qualities 


Enos Tungsten Fixtures 
are Moderate in Price 


Central Station Managers, Contract 
Agents and Solicitors will find that 
ALL of their better class customers 
will welcome them. 


Carry Our Catalogue With You When Next 
You Call Upon a Particular Customer 


The Enos Company 
NEW YORK 


Write for Catalogue No. 10 
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FOURTEEN 


years of constant and suc- 
cessful efforts to improve 
has made 


the standard of the market, 
the high standard by which 
others are judged. 


Simplex Electric Heating 
Devices 


represent not a record of changes 
from one form of construction to 
another, but on the contrary a con- 
stant improvement of a single form. 
This form was selected because it 
was scientifically correct and the 
history of electric heating has fully 
proved this fact. Buy goods with a 
record for quality—not promises. 


SHPLEX-FLECRICHEAINGE 


Cambridge, Mass. 


Monadnock Block, Chicago 
612 Howard St., San Francisco 
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PHILADELPHIA’S 


NEW SIGN ORDINANCE 





/ the City Councils of Philadelphia permit- 

ting the extension of Electric Signs from 

2 the house line upon any street of that city, 
* 


N ordinance has recently been passed by 


subject only to the approval of every such 
sign by the Chief of the Electrical Bureau. 


@ The previous ordinance practically prohibited all elec- 
tric sign construction in all of the important Philadelphia 
streets, except signs which were built flat against the walls 
of the buildings. 


q@ This new ordinance, therefore, opens up to the sign 
manufacturers one of the richest fields for new business in 
this country. National advertisers also have an unexam- 
pled opportunity to use this most efficient means of pub- 
licity in a city which contains more dwellings than any 


other community in the country —in round numbers, 
314,000. 


@ We would be glad to furnish rates and estimates or 


to recommend prominent locations to local or national 
advertisers. 


« If you want Electricity anywhere for anything in 
Philadelphia, consult 





The Philadelphia Electric Co. 


Tenth and Chestnut Streets 
PHILADELPHIA 
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New Highways for Business 


Lie Open to 


Central Stations 


In the Use of 


Ben amin In and Out Door Fixtures 


1 to 6 Lamps 
Tung sten 25 to 250 Watts 
Write for Our 


F ixtures New Tungsten Bulletin No 4 


Benjamin Electric Manufacturing Co. 


NEW YORK CHICAGO SAN FRANCISCO 
42 West Jackson Boulevard 














Fort Wayne Fan Motors 


No more complete line on the market this season 
than the Fort Wayne Fan Motors. When the real hot 
weather comes on your customers will want fans and 
want them at once. Your order ought to be planned 
now to secure best attention. 


For Residences, Offices 
Stores, Hotels, Restaurants 


Fort Wayne Fan Motors give a satisfaction that can 
be experienced with no others. Have you seen our 
new Fan Motor Catalog? It shows the complete line, 
Desk, Wall Bracket, Suspended, Ceiling and Column 


Fans. 
z Ask for Catalog 1114 To-day 
Fort Wayne Electric Works 


Main Office: Fort Wayne, Ind. 


Factories : Fort Wayne and Madison 
Fort Wayne 8-inch Desk Fan 
SALES OFFICES: 
Atlanta Chicago Grand Rapids Milwaukee New York Pittsburg — Seattle — St. Paul 
Boston Cincinnati Madison New Orleans Philadelphia SanFrancisco St.Louis Syracuse 
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NEW 
Scientific Lighting Unit 


The 





STAR *FLAME *<LAMP 














Scientifically designed 
to give exact illumina- 
tion results. The in- 
door unit here illus- 
trated consists of a 


In efficiency the 
STAR FLAM Eexcels 
any commercial electric 
lamp now on the mar- 
ket of equal candle- 
power. It is of neat ap- 
pearance, only 1 5-8x8 
inches in size, brush 
brass finish, with stand- 
ard Edison base which 
screws into any lamp 
socket. 


small flame lamp equip- 
ped with bowl-frosted 
bulb and a special 
Holophane Extensive 


Type Reflector. 

















STAR ELECTRICAL CONCERN 


74 Cortlandt Street 
NEW YORK CITY 


Write for Bulletin 
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